


The Last Word In Packaging! 


An age old household necessity, carried to millions of 

users in the box which means, at the first glance, the 

apex of cleanliness and convenience. We create and 

produce similar cartons for varied products in quanti- 
ties now nearly approaching the billion mark. 


FORT ORANGE PAPER COMPANY 


Castleton-on- Hudson 


New York 
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PROPER 
PACKAGING 


O keep your product in 


the spotlight: of public 


preference—it is necessary 


that it retain its 
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_ ard of quality ares $ the time 
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Form up sales- 
compelling 
counter dis- 
plays, and/or 
individual 
boxes and car- 
tons. 


Insert one or more 
solid products into 
cartons, together 
with circular and 
/or corrugated lin- 


ing. 

















Dress Up Your Packages 


And Increase Your Sales, 


Cut Your Packaging Costs 


And Increase Your Profits. 


Our Automatic Units Will— 


Weigh and fill almost any 
kind of dry product, into 
bags, bottles, cans or car- 


tons. 








These are only typical of our complete line 
of standardized, interchangeable machines. 


Send samples and estimated production to 


NATIONAL PACKAGING MACHINERY CO. 


Manufacturers 


Wrap and her- 
metically (heat) 
seal large or 





small packages, 
in transparent 
waxed paper. 

















181 GREEN ST., JAMAICA PLAIN, BOSTON, MASS. 














Modern Packaging 


Redington special machines perform this wrapping 
operation at a speed of 50 per minute 


Production comparisons 
are easily obtained the 
minute you want them if 
your machines are 
equipped with 
Redington Counters 


Redington Model A counting 
machines are sturdily built, 
accurate in operation—provid- 
ing you with reliable figures 
at any moment. Send for 
descriptive bulletins and see 
how useful these inexpensive 
machines can be. 


RAPPING and sealing the Listerine bottle 

is a fairly complicated operation when ana- 
lyzed, yet it becomes a simple one for the manu- 
facturer who merely feeds the Redington Type 54 
bottle wrapping machine. Bottles are set upright 
in the intake conveyor and magazines containing 
printed circulars and wrappers and corkscrews are 
kept supplied. The machine delivers a wrapped 
and wax sealed package which contains the Lis- 
terine bottle together with the familiar Listerine 
corkscrew and a folded circular of instructions. 
The appearance of this package is attractive and 
completely protects the contents during all the 
handling of distribution and delivery to the user. 


This is but one example of the accurate, econom- 
ical packaging delivered by Redington special ma- 
chines. Each Redington machine is specifically 
adapted toa ra set of requirements and all 
of them are distinguished by their high speed, ac- 
curacy and the careful provision for smooth, con- 
tinuous operation at low cost. 

The Redington engineering staff are available for consultation 
with manufacturers and will be pleased to provide definite recom- 


mendation upon receipt of a description of the package desired or 
a sample of the present production. 


Send for bulletins describing the exclusive 
features of Redington special machines 


F. B. Redington Co. 


Established 1897 
110-112 South Sangamon St., Chicago, Ill. 





Cartoning - Packaging - Wrapping - Labeling Machines 





MP-12-Gray 








SOMETHING DIFFERENT 


The desire for “something different’ —a 
rich individuality in packages and con- 
tainers, can be satisfied within the BURT 
organization. More than 35 years of 
specialized experience in manufacturing 
fine set-up paper boxes qualify the first 
statement. 


In addition to operating the world’s 
largest plant devoted exclusively to fine 
set-up boxes, the BURT organization is 
distinguished for its creative department 
which originates containers having that 
“something different”—containers that 
compel attention and carry the quality of 
the actual product through to the con- 
sumer. 


Always look to BURT for containers 
that sell merchandise — containers that 
lower selling costs. 


F-N- BURT COMPANY: Lic. 


BUFFALO: N-Y- 
Manufacturers of Fine Set-Up Paper Boxes 








ATTRACTIVE PACKAGING 
means belferMercha ndising 


The realization that a Quality 
package is the BIG STEP to- 
ward BETTER MERCHAN- 
DISING, plus the knowledge of 
Burt ability to create packages of 
this type has caused hundreds of 
manufacturers to come to Burt 
for cooperation in the solution of 
their merchandising problems. 














Retailers always give preference 
to merchandise attractively pack- 
aged. It is easier to sell and 
makes a lasting impression on the 
ultimate consumer. It not only 





creates the urge to buy but to 
rebuy, again and again. 


The design and creation of sales- 
compelling packages is a Burt 
specialty. We maintain a staff of 
experts who have devoted their 
lives to quality packaging, both 
from the practical and merchan- 
dising standpoints. 


These men will be glad to work 
with you as to the package that 
is best suited for your require- 
ments. Their ideas may prove 
beneficial. Take advantage of this 
rich experience. 


F-N- BURT COMPANY: Lic. 


BUFFALO: N-Y: 
Specializing in Fine Set-Up Paper Boxes 














Prepared and Printed by 
Service Department 
Modern Packaging 
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What package y 


will do you 
most good? 
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HERE’S no point in changing your invest- 
ments unless you'll gain by the change. 


Same way with the packages that protect and 
display what you make and sell. 


What package will do you most good? It might 
be an entirely new package. It might be a new 
design for a present container. 


In either case, you can put it up to a Canco 
representative with confidence. He will come back 
to you with a recommendation based on a wealth 
of experience and research in better packaging, 
for greater, more profitable sales. 


AMERICAN CAN COMPANY, 


CONTAINERS OF TIN PLATE - BLACK IRON ~ GALVANIZED IRON = FIBRE 
oo a 
METAL SIGNS AND DISPLAY FIXTURES 


CANCO 


NEW YORK CHICAGO SAN FRANCISCO 








Modern Packaging 


“Tea Your speed per minute with FL/O\ units/ 


“PNEUMATIC” AUTOMATIC PACKAGING | {ACHINERY 











good reasons 
10 Standardized Units forming complete Packag- 


ing Systems—filling, weigh- 
ing, sealing, wrapping —for dry, free flowing materials, 
liquids, semi-liquids, and plastic substances. 


15 -40-60-120 per minute a constant speed attain- 


ment to meet your pro- 
duction requirements. 


\ \ S design single machines for all packaging purposes. Backed by 35 


years’ experience—in touch with packaging requirements 
throughout the world—able and willing to take infinite pains 
to insure perfect results. Give us the knotty problem. We lay 
out packaging departments to take full advantage of space 
and power facilities. 


and build all our machines. Enormous facilities in our plant at 


Norfolk Downs, the largest and most complete of its kind 
in the world. Each machine fully assembled and tested by use 
before shipping. 


Install and Service anywhere on earth. Our men set up 


and operate our machines and train 
your operatives. We maintain a complete replacement part 
service that goes back 35 years. 


These are reasons why we say 
COME TO HEADQUARTERS 


for any machine or system for automatic packaging. Let our engi- 
neers discuss the problem with you. 


PNEUMATIC SCALE CORP., Ltd., NORFOLK DOWNS, MASS. 








NEW YORK CITY SAN FRANCISCO CHICAGO MELBOURNE, SYDNEY 
26 Cortlandt Street 320 Market Street 360 N. Michigan Ave. J. L. Lennard ENGLAND 
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How modern methods of 
packaging have revolutionized 
the worlds oldest industry 


HENOMENAL. No other adjective 
can describe the amazing growth of 
the filleting industry during the past 
seven years. 
Yet there is no mystery about it. Like 
all great developments it is built on a few 
simple, sound fundamentals. La ™, ped engin 


sure 11” x 18” or 


People like fish. They always did. It is 12? x 19°30 de 


one of the most appetizing and nutritious Genuine Vegetable 


of foods. Furthermore, it is inexpensive. eee 
- In this great development, Paterson 


Genuine Vegetable Parchment has played 
a vital part. In its white folds, millions 
upon millions of pounds of clean, fresh 
sea food have been protected on their 
way to the tables of American homes. 

No other wrapper adequately serves this 


purpose. No other sheet will stand up 
under actual practice. There is nothing 


Arrives fresh 


But hitherto it was not easily available. 
. .. and often it was unpalatable when it 
reached the table, because of inadequate 
facilities for protecting it on its long trip 
from the ocean. 
A neat way 
of packing 
Fresh fillets come in 
Deane The 10 ib. like genuine vegetable parchment for pro- 
hag oc. aad tecting fillets... fresh or frozen. 


extra convenience of 
the smaller dealer. a 
ww 


If your product needs the protection of 

7 a water proof, grease proof sheet that is 

Today all that ischanged. Fresh, whole- also absolutely odorless and tasteless, we 

some fillets are being bought every day ot _invite you to send for an ample supply of 

the week over retail counters from Maine Paterson Genuine Vegetable Parchment 
to California, from Canada to the Gulf. for a thorough trial. 


The Paterson Parchment Paper Company 


Original Makers of Genuine Vegetable Parchment 


PASSAIC, NEW JERSEY | 
Chicago San Francisco 








Modern Packaging 


on your slide-rule 


ULTIPLY the average overweight of material you 

now put into every package to insure yourself 
against shortweight, by the average number of pack- 
ages filled per day, by the number of working days 
in the year, by the cost of the material so wasted. 
The result is your avoidable loss of material in 
dollars per year. 
Avoidable—because the use of AMF Automatic 
Weighing and Filling Machines would save that loss. 
These machines are today saving profits for hundreds 
of manufacturers in every line of industry, by rapidly 
and accurately weighing out balanced weights of 
any powdery or granular material directly into 
containers. 
We would be glad to discuss with you the use of a 


type of automatic scale exactly fitted to your needs. 
Address 




















No. 200 Automatic Net Weigher, with 
double scales, for handling free- AUTOMATIC WEIGHING MACHINE DIVISION 
AMERICAN MACHINE & FOUNDRY CO. 


flowing materials. 
5502-5524 Second Ave. Brooklyn, N. Y. 


@) AUTOMATIC MACHINERY @® 
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Wishing Won’t Get You There 


. The Individuality of American Beauty Papers 
With Their 


Modernistic Flashes _ | 
Lacquer Washable Prints — 


Variegated Colorings | 
Non-Tarnishing Metallics ° 
and Popular Priced rints ” 


offer you a good start toward a 


Sure Prosperous 1929 


Manufactured by 


C. R. WHITING CO., Inc. 
2 Johnson St. Newark, N. J. 














December, 1928 9 


Fundamental Economics 
that mean Extra Profit for you 














Some of the 
Materials Handled 
by S & S$ Equipment 


Alum 
Baking Powder 
Borax 
Breakfast Foods 
Cake Flour 
Cereals 
Chemicals 
Cocoa 
Coffee 
Corn Starch 
Cracker Meal 
Cream of Tartar 
Dried Fruit 
Epsom Salts 
Insect Powder 
Jelly Powder 
Macaroni 
Meal 
Pancake Flour 
Paris Green 
Paste 
Pectin 
Pepper 
Pie Filling 
Powders 
Prunes 
Raisins 
Rice 
Rosin 


Salt 


Seeds 
Self-Rising Flour 
Soap Chips 
Soap Flakes 
Sod 


a 
Spaghetti 
Spices 
Starch 
Sugar 
Sulphur 
Talcum Powder 
Tea 
Tobacco 
Washing Powder 


Is your product in the 
above list or can we help 
with your packagin 
problem? If you wi 
send us samples of your 
products or packages we 
will be glad to give com- 
plete information with- 
out any obligations on 
your part. 





Successful companies don’t act without a 
reason—and a good one—at least, in the light 
of the information at hand. But there’s the 
“rub.” Itisso easy to overlook important factors. 
A careful consideration of Stokes & Smith 
Packaging Machinery service will bring out 
many fundamental economics that mean Extra 
Profit for you. 

First of all, many years of intensive first hand 
experience in packaging have given us a keen 
insight not only in the mechanical problems, but 
the merchandising as well. In automatic pack- 
aging machinery, this has resulted in applying 
principles of known efficiency with a simplicity 
and adaptability unequaled by other makes. 


We manufacture a complete line of packaging equipment 
Filling Machines—Carton Filling and Sealing Machines— 
Tight Wrapping Machines 
Semi-automatic and Full Automatic 
15 to 70 per minute 
A speed to suit your need 


All sizes and kinds of packages can be handled by S & S Machines 





STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U.S.A. 
LONDON OFFICE—23 GOSWELL RD. 








Modern Packaging 


SPIRIT PERSONAL SERVICE 





5 lene spirit of Personal Service is carried 

through our entire organization. Everyone 
through whose hands an order may pass is en- 
couraged to regard it as special business, worthy 
of special attention. From mail room to ship- 
ping platforms, each order is followed carefully 
by men who are expected to know and do know, 
not only the technical requirements of the 
customer, but so true is this that it is not un- 
common to receive from our operating depart- 
ment suggestions concerning features of this 
kind, that may have been overlooked by the 
customer himself. 





Specializing in Glassine, plain and embossed; 
Greaseproof and Manifold papers, 12% to 50 
pounds; Four Color Printing, and Die Cutting. 


rwoowwonr sic, HARTEKORD CITY. FIRST NATL BANK 
1001 WOOLWORTH BLDG. ® IND, 616 FIRST NATL BANK BLDG. 





ODERN sales psychology has proved that basically 
sales are predicated on the five basic senses — the 


first being seeing. 
For that reason ROWELL has been selected by 
numerous manufacturers to produce containers 
that cause this first reaction in the prospec- 
tive purchaser — “catch the eye” —create 
the expectation — intrigue the beholder 
— and the sale has started. 


Perhaps it’s the shape, maybe the 
color, it may be both — but you 
can be sure when ROWELL 
creates a container for you 
every element for suc- 
cessful merchandising 
has been included. 


E. N. ROWELL CO., Inc. 


BATAVIA, N. Y. 


Se. : 


ROWELL PAPER BOXES 





| 


Pe —— 
———— 





HEN sales are sluggish and the merchandising 

board sit in solemn conclave to consider ways and 
means, remember it is the public fancy that must always 
be considered. 


Call in ROWELL to revitalize your container and put 
it in the front line of public attention. 


Containers created by ROWELL when displayed SELL. 


(Paper by Pinco Papers, Inc.) 


The container covered with wraps produced by Rowell EK. N. Rowell Co., Inc. 


stands out as a colorful magnet to attract the 


assing eye. A sales stimulus. - 
its Batavia, N.Y. 


New York Sales Representatives: Bristoi-Smitu, Inc. Chicago Office: H. G. MacKay, Manager 
41 Park Row, Room 805 Telephone: Cortlandt 1574-5 180 North Wacker Drive Telephone: Franklin 3517-8-9 


ROWELL PAPER BOXES 


Prepared and Printed by 
Service Department 
Modern Packaging 
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YOUR SALESMEN! 





are they Well Groomed » Slightly Fuzzy? 


Far be it from us to reflect on the personality of your human 
salesmen, but we can speak with authority on your silent 
salesmen—your cartons and display containers. 

Do your cartons advertise, present and sell your products 
as they should ? 


Do they always present a “well groomed” appearance ? 


American Clay Coated Box Board is the one single element 
that contributes most to the appearance and presentation 
of your products. 


Specify American Clay Coated Box Board for your cartons 
and display cartons and watch them become “well groomed.” 


American Coating Mills 
Elkhart, Indiana 
Chicago Sales Office 


Eastern Sales Office 
501 Fifth Avenue, New York City 2033 Builders Bldg. 


AMERICAN CLAY COATED BOX BOARD 
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Profit Karning Equipment 


The “Peters Package” has a 
continuous interfolded and 
inner-sealed ‘protective lining 
which entirely envelops the 
contents and makes a mois- 
ture-proof, dustproof and 
odor-proof housing, which 
guards the contents against 
all outside deleterious influ- 
ences. The package because 
of its simplicity, because of 
its sanitary and protective 
construction, is a real factor 
in increasing package busi- 
ness. Consult us for new 
merchandising possibilities. 
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PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 


E do not presume to know as much about the 

details of your own business as you know yourself, 
but we honestly believe we can tell you how to improve 
and save money on your packaging operations. 


In the many years devoted to the study of packaging 
we have developed a line of machines, one or more of 
which is adapted to the conditions in your own plant. 
Being progressive, we have simplified, standardized, 
improved and changed to meet new conditions. 


Moreover, in making this study of packaging, we have 
acquired a broad knowledge which is at your service. 
This service, combined with your detailed knowledge 
of your own work, may result in valuable improve- 
ments in your packaging operations. 


We are not offering this cooperation as anything re- 
markable in itself but generally (our own experience) 
it has resulted in reduced packaging costs, greater 
efficiency, a more salable package, more profits for you. 


Therefore, as one group of business men to another 
with similar interests, we ask you to accept our offer, 
if you think you can profit by it. 


CHICAGO.U.S.A 
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ORIGINALITY 


Originality in Specialty Papers for box and package ih 
coverings is a valuable attention-arrester ...an added 

sales stimulus. It is difficult to secure this originali- 
ty without resorting to the freakish . . . and freak- 

ishness is a poor salesman. § Specialty Papers by 
Dejonge achieve originality without freakish- 
ness. They combine color and design in a 
manner which reflects quality, value, and de- 
parture from the every-day. They compel 
attention by good taste in color, design, or 
a subtle combination of both. They are 
designed to assist sales of boxes for the 
box maker, and merchandise for the 
consumer of boxes. § Several of the 
Specialty Papers by Dejonge, clear- 
ly reflecting originality, are dis- 
played in Dejonge Sample Book 
No. 216 B. Fill out and send 
in the coupon below, if you 
desire to examine these 
new Dejonge papers. 


lOUIS DEJONGE & CO. 


69 Duane Street - - NEW YORK 


CHICAGO 





Louis Dejonge & Company, Dept. C, 
ype Rea Keim drab, y, Dept. 
New York ‘City 


Kindly send me Sample Book No. 216 B. 
NAME 





STREET 





CITY 
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Increase your dividends 


without increasing your sales 


UMAN hands are building a peak like 

this in the production costs of many 
plants today. Waste time, waste material— 
waste is always excessive 
wherever production opera- 
tions are performed by hand. 
Nearly every plant has one or 
more spots like this in its pro- 
duction simply because no machine has ever 
been built to do the work. 


Special Production Machines, Inc., has 
eliminated this expensive peak in the pro- 
duction costs of a number of plants by de- 
Signing and building special machines to 
eliminate costly hand labor. In other plants 


a machine 
CAN DO IT 


we have cut costs by speeding up and im- 
proving their present machinery. In a num- 
ber of cases where manufacturers have been 
attempting to conduct their 
own research, we have helped 
them bring it to a successful 
conclusion. In practically 
every case our work has result- 
ed in substantial savings through speedier 
production and lower manufacturing costs. 


A booklet describing the services of 
Special Production Machines, how it oper- 
ates and how it is serving manufacturers, 
will be sent on request. Special Production 
Machines, Inc., Norfolk Downs, Mass. 


SPECIAL PRODUCTION MACHINES 


INC. 
A Division of 


PNEUMATIC SCALE CORPORATION, LIMITED 


For over thirty-five years Pneumatic Scale Corporation, Lim- 
ited, has manufactured automatic labor-saving machinery 
for many of the world’s largest producers of merchandise. 








Modern Packaging 


Modern Selling Requires 
MODERN PACKAGING 


RESH’’—advertises the cracker and _ biscuit 

baker. 
**CLEAN’’—cries the sugar and candy packer. 
*“CRISP”’’—shouts the ice cream cone maker. 
**WHOLESOME”’’—proclaims the cereal manufac- 
turer. 
“FULL STRENGTH”’—announces the coffee, spice 
and pharmaceutical seller. 
This is modern selling—selling the package, as well 
as the product. 
The improperly-packaged product comes to _ the 
consumer in an unsatisfactory condition. And the 
consumer never reorders on such a purchase. 
A JOHNSON Automatic WAX WRAPPER wraps 
your cartoned product in a tight, neat wax paper 
wrap and seals it moisture-proof. 
This machine insures a Fresh, Clean, Crisp, Whole- 
some and Full-Strength product to the buyer, just 
as this product left the mill. 
Moreover, Superior Appearance is added by a 
JOHNSON wax wrap job. 


Ask us about our Engineering Service which will 
study and recommend an answer for any pack- 
aging need. Modern Selling has created a need 
for Modern Packaging. 


JOHNSON AUTOMATIC SEALER — Ltd. 


Battle Creek, Mich., U. S. 
30 Church St., New York City 228 No. La hort St., Chicago, Ill. 





























JOHNSON Automatic WAX WRAPPER 


ao Weight Scales; 
ross Weight Scales; 


Peet and Top 
Sealing and Lining 
Machines (with or 
without automatic 
carton feeders). Wax 
Wrappers and Glass- 
“fa ‘ ine Wrappers. 


AUTOMATIC oTRSUING MACHINERY 


wy 


~~ 

















ging 





» cember, 1928 





A\irview of the Milford, N. J. P lant of 


The WARREN MANUFACTURING Co. 


2) Executive Offices (ma 
342 MADISON AVENUE 


New York, N. sie 
eC CNY 


The five paper machines in this plant produce the control of one management, from the 
over one hundred thousand pounds of Riegel’s time the pure spruce pulp enters the mill at 
‘ewel Brand Glassine every twenty=four hours. one end, until it leaves the Converting 
Interesting to the buyer of Waxed Glassine Department at the other, a finished product, 


plain or printed in rolls or sheets, 





the fact that every step in 
eas ae Our Research Department is at 
‘he manufacture of RIEGEL’S your service to help determine 
/AXED GLASSINE is under Hit geet — ae directly to our customers. 
or your products. Write 
for complete information. 


ready for immediate dispatch 


RoI E 
Cel Chicago, Ill. 


New York, N. Y. GI aS NE 


342 MADISON AVENUE Jewel Br rand 111 W. WASHINGTON ST. 
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ELEVEN MACHINES IN ONE 


Eleven different sizes wax wrapped on one machine (as originally constructed) and now a twelfth 
size has been added—further proof of the great flexibility and adaptability of the machine. 


This installation made in the plant of a prominent 
Middle West Manufacturer. 


The Results: 


Elimination of hand labor on all sizes, none of which 
warrants a one-size individual machine. 


Investment in one machine only. 


Continuous steady production for the machine—chang- 
ing from size to size as production warrants. (The 
machine can be changed from size to size in five min- 
utes’ time. It is not a matter of adjustability—simply 
a definite exchange in equipment, exactly built for the 
package to be wrapped.) 


Perhaps in your plant the daily total of packages, hand wrapped, 
warrants the installation of an automatic machine (possibly a group 
of your odd sizes), but this total may be the combination of two or 
three, sometimes more, sizes. 


Separately they do not warrant individual wrapping 
machines for each size, but in combination you could 
make a large saving over hand wrapping. 


If so, we have an interesting message for you. 
For Particulars 
Mail sizes or sample packages with brief description 


TO 
BATTLE CREEK WRAPPING MACHINE COMPANY 


Manufacturers of Custom Built Automatic Wrapping Machines | 
BATTLE CREEK, MICHIGAN 
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CHEWING Gum 


There is a very elose connection 
between a good. package 
and good sales 


“How can we improve our package?” This is being 
asked more frequently today than ever before—for 
manufacturers realize that there is a very close connec- 
tion between a good package and good sales. 

It is our business to help you secure the best type of 
package for your particular product—a package that sells! 

We have served the package goods industry for the 
past 25 years. Some of the products wrapped on our 
machines are shown here. Why not make use of this 
wide experience? Let us look at your package to see 
if we can improve it. We may also help you lower 
your wrapping costs. We often do. Get in touch with 
our nearest office. 


PACKAGE MACHINERY COMPANY 


SPRINGFIELD, MASSACHUSETTS 
NEW YORK: 30 Church Street CHICAGO: 111 W. Washington Street 


LONDON : 
Windsor House, Victoria Street 





PACKAGE. “MACHINERY COMPANY. 


Over 190. Millio. ton Fackages ges per day are wrapped on our: Vhach ines 
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Operation 100% Automatic 
Sealing Perfect 


Practically all of the raisins grown in California, 
which are shipped in paper shipping cases, are 
sealed in Standard Automatic Sealing Units. The 
illustration shows an installation in the plant of the 
Sun-Maid Raisin Growers Association at Fresno, 
California. 


Write our Engineering Department 
if you hare a sealing problem 


MAILLER SEARLES, INC. CHICAGO, ILL. 
135 Fremont St. 208 West Washington St. 
San Francisco, Cal. 
JOHN S. WILLARD & SON LONDON, ENGLAND 
306 E. 4th St. Windsor House 
Los Angeles, Cal. SEALING EQUIPMENT CORPORATION Victoria Street, S. W. I. 
Rawson Street and Queen’s Blvd., LONG ISLAND CITY, N. Y. 











Successful Package Decoration 


HE package or box covered with 

PINCO PAPERS always stands out 
on a dealer’s counter or in the window— 
a colorful magnet to attract the passing 
eye. And to attract the eye is virtu- 
ally a sale made, for the pocket-book 
can usually be persuaded, if the eye 
likes it. 


PINCO PAPERS—the key to successful 
package decoration—are conceived, ex- 
ecuted and offered to those who recog- 
nize the value of visual appeal. PINCO 
PAPERS are made in various designs 
and colors, giving vivid expression to 
the product. 





Send for samples to guide you in the 
choice of your package wraps or box 
covers—to make your planning—your 
choice more discriminating. 





Specify Pinco! 


It covers everything. 


Room 1028—226 Fifth Ave. INCORPORATED 16566 Conway Bidg. 


NINTH, BAILEY AND ERIE STS. 
CAMDEN, New Jersey 
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The accompanying 

illustrations show a 

few of the many . We 
kinds of Folding @====esnms 
Paper Boxes we are manufacturing 
for Food Products. Some of these are 
printed in four or more colors. 


The Box Board is produced in our own 
Paper Mills (daily capacity 700 tons) 
the Boxes are made in a Modern Box 
Factory completely equipped with the 
latest and best machinery for speedy and 
economical production. 


On orders for good sized quantities, we 
are able tomake ———— 


very attractive § ae 

prices on fine |= Ol iB 

quality boxes. | e+ aie 
| SALTED PEANUTS 


freshest in town 





CONSOLIDATED PAPER COMPANY 
MONROE, MICHIGAN 
Folding Paper Boxes— Corrugated and Solid Fibre Shipping Cases 


EME OE ee PAE DP ae ; AS Se : * ae roa rE 








Modern Packaging 


—/ 














Automatic Machines 
for Making Butter and Oleo Prints 


POE QO 


Any Shape or Size... 


Wrapping Machines 


This machine automatically wraps 
butter or oleo prints in parchment 

paper. It wraps prints ten times 
faster than hand wrapping methods, 
and the folds of the parchment 
practically seal the print. Made in 
different styles to wrap prints of 
various sizes and shapes. Write to 
us for particulars. 


This is the age of Automatic Machinery. Hand methods are 
too slow and uncertain. In the dairy industry it’s Automat 
Equipment which has made print making and wrapping fast, 
accurate and dependable. 
The machine pictured above takes bulk butter from boxes or 
tubs and molds it into nice, square, clean-cut prints in any 
shape or size. 
It is five times faster than hand methods, and the prints are 
delivered automatically ready to be wrapped. 
Do not buy print making or print wrapping machines for butter 
or oleo until you have investigated the Automat line of 
equipment. 

Used by the largest dairies in the United 

States of America. 


AUTOMAT. 
PRINTING | WRAPPING 6 CARTONING. pareve 


The Automat Molding & Folding Co. 
Toledo, Ohio, U.S. A. 
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Never Stop Selling 
Your Product 


ACK of every product on the market today, 
back of your product in particular, there is a 
history. 





It may be dull or uninteresting; it may be vitalizing 
and steeped in romance. Whatever it may be, it is 
important because it is fundamental. 


In brief, it runs like this. Sometime, somewhere, 
someone conceived or developed your product; you or 
someone else financed the promotion of it; others pro- 
duced it; still others sold it. At that point the history 
ends, or at least it ends there in many instances. 


Yet a closer analysis of fundamental facts shows that 
it should not end there. Goods sold to a wholesaler, 
jobber or retailer are not completely sold until they 
have been purchased by an ultimate consumer. 


Selling to the ultimate consumer is where the real 
job of selling commences. That is the point where 
cartons, display containers and display cutouts come 
into full play. 


Dead, lifeless presentation to the consumer of any 
merchandise worth producing is a bad mistake, con- 
tributes to the high cost of selling it and prevents 
its promoters from receiving the full increment of 
its value. 





Our merchandisers are trained to think in the terms 
of containers and advertising displays which sell your 
product to the consumer. 


Have one of them call upon you for consultation. 


Rochester Folding Box Co. 
Lithographers 


Main Office and Plant; 


Rochester, New York 


Philadelphia Office 


New York Office . 
328 Chestnut Street 


280 Madison Avenue 





This machine, one 
of the many Hoep- 
ner Automatic Unit 
Systems, weighs, fills 
and sews 30 one- 
pound paper or cot- 
ton bags a minute. 
Handles any free- 
flowing material. 
Other Hoepner 
equipment weighs 
and fills up to 100 
packages a minute. 


Modern Packaging 


Put your Packaging 


Problem up to 


HOEPNER 


HETHER you pack in car- 
tons, cans, paper or burlap 
bags, envelopes or cotton 


sacks, Hoepner equipment will weigh, 
fill, seal or sew your package at any 
rate of production desired. And it is 
all done on one machine—a single 
responsibility for the completed 
package. 

The Hoepner combination shown 
below weighs, fills and stitches paper 
or cotton bags. It has two conveyors. 
One is equipped with holders over 
which the empty bags are pushed and 
which act as forms when the bags are 
being filled. When the empty bags 
come into the filling position, they 
rest on the other conveyor belt, elimi- 


One guarantee, 
backed by Hoep- 
ner’s thirty years of 
experience, covers 
all three opera- 
tions, weighing, 
filling and sewing 
the package. 


— hae a “sy 99m ‘aims 
Ci fh, Semis 


nating any strain on the bag holders. 
As the filled bags move away from the 
filling spouts, the holders are auto- 
matically withdrawn. An operator 
folds the tops of the bags and runs 
them through the stitching head. 


This machine handles any free- 
flowing material and has an output of 
30 bags a minute—weighed, filled 
and sewed. It can be supplied without 
the stitching machine, if desired. 


100 Packages a Minute 


Other Hoepner equipment handles 
larger and smaller weighments up to 
100 packages per minute. Whatever 
your dry-filling, packaging or bag- 
ging needs, we can help you. 

Write our Engineering Depart- 
ment, sending a sample of your pack- 
age and material, and a brief outline 
of your requirements. Our Engi- 
neers will give you constructive aid 
that will speed up production, cut 
packaging costs and utilize floor space 
to best advantage. No charge for this 
service and at no obligation. Put your 
problem up to Hoepner. 


4 Rk. A { #7 
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HOEPNER AUTOMATIC 
MACHINERY CORP. 


Designers and Makers of Automatic Weighing and 
Packaging Machinery 
1400 WEST AVENUE, BUFFALO, N. Y. 


HMH-11 
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Read What Mr. Sode Says 


About Kimpak White Box 
Top Padding 


You'll say the same when 
you have tried it 





‘7170 
PHONES tawnoace!zi71 
7172 


Mhaors Manufacturers’ Association 


Kimberly-Clark Corporation 
KIMPAK Division 
Neenah, Wis. 





Gentlemen: 


Our experience with your new Kimpak--the white box top padding-- 
has been very satisfactory. 


We use it on all our fancy padded boxes, because: 
It saves us money in labor 
It enables us to speed up the job 
It is easy to cut, and it cuts clean and true 


The fact that it is paper-backed is a large advantage 
This is the nationally 
known Delville Assort- 
ment Box made by the 
Walgreen Co., Chicago 


It has the preper degree of cushion 


Being packed in corrugated, we get each sheet in the best of 
condition, eliminating unnecessary trimming 





The sheets lie flat, requiring very little handling 


The absolute consistency of thickness throughout the sheet 


pleases us 
The pure whiteness is an important point in its favor 


Your price is also favorable 


Altogether we are very much pleased with your padding and 


your service 
Yours very truly, 


FORT DEARBORN PAPER BOX CO. 


P 
EBS/LS. ia CA 


PRICES QUOTED FOR IMMEDIATE ACCEPTANCE 


HIS is a better product and it will 

save you money. As a fair trial we 
recommend that you send us a small 
trial order, so as to put a sufficient run 
of boxes through your plant to prove 
our claims. But we will gladly send 
just a sample sheet, if preferred. 


Below is shown one of the sealed, 
corrugated cartons in which you will 
receive your trial order—and all future 
shipments. The sheets come flat, are 
paper backed, cut square and true, ready 








impak 


REG. REG.1N CANADA 


The White Box Top Padding 


for instant cutting. We will bill your 
trial order at special net prices as 
follows: 
Thickness ie Ont Oe 
7-ply (.050 bulk) 24”x36” 175sheets $5.60 f.o.b. mill 
10-ply (.075 bulk) 24”x36” 125 sheets $6.48 f.o.b. mill 


Send No Money—Just fill in the coupon, pin it to 
your letterhead and drop it in the mail. 


Mail Coupon Aa Peis 


KIMBERLY-CLARK CORPORATION, Neenah, Wis., Mfrs. 


Address nearest sales office: 


208 S. La Salle St., Chicago, Ill. 51 Chambers St., New York, N. Y. 


cartons of 10-ply at special advertised price. 
cartons of 7-ply Kimpak Box Top Padding at special 


advertised price. 


( Send sample sheets of 


ply, free. 


C] Please have your representative call on me. 


Cutaway view of the corrugated board cartonin 
which Kimpak White Box Top Padding is deliv- 
ered to you; a vast improvement and economy. 
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HIGH SPEED 


Carton Forming Machine, which makes 
plain cartons or shells from chip board, 
up to 200 per minute. 


Carton Sealing and Weighing Machine, 
which automatically feeds, fills and seals 
cartons, up to 60 per minute. 


Container-Sealing Machine, which automatically 
times filled cases from conveyor and seals top 
and bottom flaps, at any desired speed 


HE Ferguson line of high- 

speed automatic packaging 
machinery assures the modern 
manufacturer of better pack- 
ages with less resistance and 
of lower package costs with 
greater profits. 


Every type of product is 
packed speedily by Ferguson 
Packaging Machinery at the 


Ask to Consult with a Ferguson Engineer. 


of Ferguson Machines 


Assures Better Packages 


at Lowered Costs 


maximum of efficiency, which 
is necessary to give you a real- 
ization of your full potential 
profit. For this reason, lead- 
ing manufacturers throughout 
the industry know and _ use 
Ferguson machines. 


Raise your own profits! Write 
for catalog today. 


Write us for complete details 





eee ST LOUIS 
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The White Front Candy Package 


Jane Elizabeth Candies, Incorporated, Buffalo, New York, Offer an Outstanding Instance of 
the Power of the Package in Their Successful Capitalization of the Chain Store Candy 
Container in Marketing a New Confection in a Highly Competitive Field 


By JOHN WINTERS FLEMING 


HE packaging and package 
eanserione of Jane Eliza- 
beth candies in Buffalo, New 

York, is a convincing proof of the 
potent and highly important role 
that the container plays in the 
drama of marketing and merchandis- 
ing. ‘To understand fully 
the use made of the pack- 
age to break down sales 
resistance and to enable a 
commodity to enter suc- 
cessfully into a _ highly 
competitive retail field, a 
little of the history of 
Jane Elizabeth candies is 
essential. No one is bet- 
ter able to sketch the life 
of Jane Elizabeth than her 
father, C. Edgar Scha- 
backer, president and gen- 
eral manager of Jane 
Elizabeth Candies, Incor- 
porated. 

Mr. Schabacker’s story 
is as follows: 

“In March, 1927, the 
idea occurred to me to 
manufacture and market 
a candy that would at one 
and the same time give the 
consumer full confection 
value and give the retailer, 
especially the druggist, 
a sugared weapon with 
which to combat the chain 
store, white front candies 
selling at seventy cents a 
pound. ‘The fulfilment of 


this idea and ideal took us exactly a 
year and a month. When we de- 
cided to go ahead with the plan we 
planned on marketing the candy by 
September, 1927. But September, 
1927, came around and we were 
neither satisfied with the various 


Typical window display 


chocolate formulas with which we 
had been experimenting nor with the 
package designs that the packaging 
manufacturers had sent us. 

“Early in December, 1927, we 
finally found and approved the pack- 
age design that suited us perfectly. 

But it was not until April, 
1928, that we were able 
to secure the precise 
chocolate blend that 
we sought. Thus Jane 
Elizabeth’s debut was de- 
layed until April, 1928. 
In carrying out my origi- 
nal idea we considered 
two things of vital im- 
portance, the package and 
the product. We sought 
a package that would be 
instantly identified as 
seventy - cents - a - pound, 
home-made candy, yet 
that at the same time 
would register its imprint 
on the buying public as 
distinctively our own 
candy and not just an- 
other chain store, white 
front candy box. 
x E went out and 
bought packages of 
every competing chain 
store candy and analyzed 
them. We found that in 
almost every instance 
these packages, in addi- 
tion to their white fronts, 
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had feminine trade characters set 
amid historical Colonial settings and 
always featuring a Northern girl. 
To place our own candy purposefully 
in this retail field we adopted the idea 
of a feminine trade character and 
decided to use the white front pack- 
age. This would immediately iden- 
tify our package as seventy-cents-a- 
pound candy. But we didn’t want 
to be too imitative. To make our 
own package and contents distinctive 
we adopted a Southern girl for our 
trade character and cast her, not in 
Colonial days, but in a period just 
prior to the Civil War. We named 
her Jane Elizabeth after my daughter. 
To further the distinctiveness of 
our own package we also incor- 
porated a gentleman trade character 
who appears on the package with 


age, for we consider the candy con- 
tainer fully half of the battle of suc- 
cessfully making and marketing con- 
fectionery. The other half, of course, 
is quality product. We have that.”’ 


HE following confections are made 

and marketed under the name of 
Jane Elizabeth—chocolates, both 
with cream centers and with the 
hard chewey centers, chocolate pep- 
permints, peppermint patties, black 
walnut crisps, toasted almond sticks, 
mint sticks, peanut brittle, and fudge. 
These candies are packed in three 
types of containers, tins, packages, 
and cellophane wrappers and in five 
sizes—one-, two-, and _ five-pound 
boxes, one- and half-pound tins, and 
in individual, cellophane-wrapped 
pieces that retail at five cents. 


Spread packing of five-pound boxes 


Jane Elizabeth. He is symbolic of 
the public receiving Jane Elizabeth. 

“Considerable time, labor, and 
money was expended on the lettering 
of the trade name of Jane Elizabeth. 
Here again we sought distinction. 
We wanted lettering that would in- 
stantly identify the candy, not as 
ordinary white front, chain store 
confectionery, but as Jane Elizabeth 
candies. We wanted the lettering 
to be absolutely legible and unique 
so that even a person who couldn’t 
read would recognize our candy pack- 
age by the lettering. 

“The fine success that Jane Eliza- 
beth candies have met with justifies 
the considerable time, labor, and 
money spent in perfecting the pack- 


The package itself is done in 
three colors, white, brown and gold. 
On the cover of the box against the 
white background is a cut of an old 
Southern mansion colored brown. 
Flanking this on the left is Jane 
Elizabeth, the Southern belle garbed 
in the costume of Civil War days 
courtesying to the Southern beau, also 
attired after the period and flanking 
the center cut on the right. All 
across the top of the package in bold, 
brown script is written the name 
“Jane Elizabeth,” with the word 
“Candies” in block print below it. 
The entire package cover design, 
as well as the designs on the sides of 
the box, is held in and concentrated 
by a gold rectangle. One side of the 


Modern Packaging 


package has a cut in the center 
giving a close-up view of the old 
Southern homestead with a cab at 
the door. Flanking this cut on 
either side and in balance is one of 
the firm’s slogans: ‘‘An Assortment 
for Every Taste.” 

The center of the other side of the 
package bears a cut showing another 
close-up view of the fine, old Southern 
house, this one a view of the door- 
way with the Southern beau pre- 
senting Jane Elizabeth with a box of 
candy. Flanking this effective scene 
on either side and again in perfect 
balance is another slogan: ‘Old 
Fashioned Home Made Candies.” 
Each end of the package carries in 
the same bold, brown, distinctive 
script the trade name “Jane Eliza- 
beth,”’ with the firm’s address in block 


Filling boxes on conveyor belt 


lettering below it, “Buffalo, New 
York.”’ The package is a model of 
inexpensive yet attractive, distinc- 
tive, and purposeful container. 


HE complete Jane Elizabeth pack- 

age comprises bonbon cups for 
each piece of unwrapped candy, a 
chocolate-colored cardboard layer 
card to separate the top from the 
bottom layers, and a paper padding 
over the top layer for added product 
protection. The box, ready for ship- 
ment or sale, is tied in gold cord. 
There is no outer wrapper save in the 
case of the peanut brittle packages, 
which are done up in cellophane 
wrappers to keep this particular 
confection dry and airtight. 
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Packaging takes place on the 
second and street-level floors of the 
three-story brick structure that is the 
home of Jane Elizabeth, 343 Broad- 
way, corner of Walnut Street, Buffalo. 

Manufacture of Jane Elizabeth 
candies takes place on the second 
and third floors where first the in- 
gredients of the various confections 
are cooked in long rows of copper- 
jacketed steam kettles. After being 
cooked and blended in these kettles 
the candies are run directly to the 
coolers or first to the cream beaters, 
depending upon whether the par- 
ticular ‘run’ is of hard, chewey- 
centered candies or of the cream- 
centered confections. After cooling 
the candies are cut, sized, hand-rolled 
and hand-dipped. Every piece of 
Jane Elizabeth is hand-rolled and 
hand-dipped. The dipping com- 
pleted, the finished candies are taken 
down to the packaging department 
by elevators and in wooden trays. 
In the packaging department the 
confections are transferred from these 
trays into stock boxes. 

These stock boxes—each one under 
an appropriate label, such as, ‘“‘choco- 
late creams, orange center,’ and the 
like—are placed on the packaging 
tables along which run the conveyor 
belts especially designed by Mr. 
Schabacker and built by the Jane 
Elizabeth engineering staff. Along 
these conveyor belts are carried the 
empty candy 
boxes which are 
filled by hand as 
they pass by the 
packaging force 
comprised of 
girls. Each girl 
has her own par- 
ticular duty to 
perform in the 
various packag- 
ing processes. 


T the feed 
end of these 
long rows of es- 
pecially-con- 
structed con- 
veyor belts the 
candy packages 
are opened and the bottom portion 
placed on the belt ready to begin 
its long, mechanical ride, at the end 


of which it will be a filled candy 
box ready again for its cover. As the 
box passes by the girls each one 
places in her allotted number of 
pieces. As the bottom layer of the 
package nears completion the last 
girl has fewer pieces to put in but has 
the additional duties of seeing that 
all the pieces in this bottom layer 
are in perfect shape, after which she 
encloses the chocolate-colored card- 
board layer separator. The same 
process fills the second layer of the 
package. In this case the last girl 
puts in the protective paper pad- 
ding on top of the layer after inspect- 
ing the layer’s contents. Then the 
cover is put back on the package 
and the box is tied with gold cord. 
The package is now complete and is 
ready for its corrugated shipping 
case into which the boxes are packed 
by hand. Just before the empty 
package is placed on the conveyor 
belt to be filled a girl stamps the 
packing record on the bottom. 

This conveying belt system of 
carrying the empty packages to be 
filled when working at a maximum 
capacity enables a force 14 girls to 
fill 4000 one-pound boxes a day, 
although six girls suffice to “work” 
the belt at reduced rate. 

As stated before the process for 
packaging the five-cent, individual 
bars is the reverse. Here it is the 
candy that rides the conveyor belts 


Table display of Jane Elizabeth Candy 


fresh from the chocolate enrobers. 
The girls pick the pieces off the belts 
and wrap each one in a printed cello- 
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phane wrapper. ‘These five-cent bars 
are packed 30 to a display box in- 
stead of the customary 24 pieces. 
The five-cent bars are cellophane 
wrapped because the firm believes 
that in the case of the single piece 
of candy actual sight of the candy 
itself is an aid in selling. The follow- 
ing five-cent bars are made and 
marketed by Jane Elizabeth— 
peppermint patties, mint sticks, and 
fudge bars. 

The almond sticks, hard butter- 
scotch candies filled with chopped, 
toasted almonds, and the black 
walnut crisps, silky, silver-finished 
hard candy chips filled with chopped 
biack walnuts, are packaged in one- 
pound tins. Peanut brittle is pack- 
aged in one-pound boxes cellophane- 
wrapped. The standard chocolates, 
both with the hard, chewey centers 
and with the cream centers, are 
packed in one-, two-, and five-pound 
Jane Elizabeth packages. 

So much for the manufacture and 
the packaging of Jane Elizabeth 
candies. The package merchandis- 
ing policies in force are intriguingly 
interesting, in that they give con- 
vincing proof of the power of the 
package. 


UST as C. Edgar Schabacker was 
J the one person best qualified to 
tell about the history of Jane Eliza- 
beth, so is C. J. Stewart, vice-presi- 

dent and _ sales 


manager, the 
proper person to 
tell the package 
merchandising 
story. 

“In develop- 
ing our sales 
plan,” Mr. Stew- 
art states, ‘‘for 
the merchandis- 
ing of Jane 
Elizabeth 
candies we spent 
a great deal of 
time, labor, and 
money in re- 
search in an at- 
tempt to find out 
just who buys 

the seventy-cent, home-made, white 
front candy package. We found out 
that the buyers of this type of con- 
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fection were not those who bought 
with economy in mind as the lone 
factor, but those who could afford 
higher-priced candies yet preferred 
the seventy-cents-a-pound type. 
Knowing this we decided to sell 
Jane Elizabeth candies only through 
the highest-class drug and candy 
stores and to sell it on the franchise 
plan strictly, that is, not having more 
than one Jane Elizabeth dealer in 
each neighborhood. 

“Then we schooled our salesmen so 
that now they know in almost every 
case whether a store is of the type 
we want as a Jane Elizabeth agency. 
In those few cases where they don’t 
know we ourselves make a personal 
investigation and survey of the store. 
We are very firm believers in most 
careful dealer selection, since the best 
product most forcefully merchan- 
dised and advertised will not sell 
through a poor dealer. 

“In addition to giving the dealer 
complete sectional protection against 
Jane Elizabeth competition by means 
of our franchises we also guarantee 
that dealers will never have to fear 
downtown competition from Jane 
Elizabeth chain stores, since there 
are no Jane Elizabeth stores and will 
not be any. That is the way we 
enable the dealer to meet the stiff 
sales resistance made by the other 
white front, chain store candies. 
Jane Elizabeth is a chain store candy 
minus the chain store. 


“T_TAVING decided the dealer-dis- 

tribution problem, the next mer- 
chandising puzzle to confront us was 
the holiday question. What to do 
with our package to dress it up for 
Christmas, Easter, ‘Thanksgiving, 
Hallowe’en, Valentine’s Day and 
Mother’s Day? There were two 
ways out. Either we could come out 
with a special package for these 
various gala candy occasions or 
we could find some other way out. 
To come out with a special, highly- 
decorative package was too expensive 
for candy retailing at seventy cents 
per pound. The buying public might 
suspect that we were sacrificing 
quality for container at these times. 
Wisely, we took our problem to an 
advertising man, J. Jay Fuller of the 
J. Jay Fuller Advertising Agency, 


Incorporated, Buffalo. And _ he 
solved it simply and effectively. 

“Mr. Fuller had one of his agency 
artists design gift cards for us, 
cards that at the same time gave the 
greetings of the season and could 
also be used for gift cards. These 
little tags are simply tied on the 
package as the seasons roll around. 
If the candy doesn’t sell it is a simple 
matter for the dealer to remove the 
tag. 

“A description of three of these 
tags will suffice to illustrate the 
idea better. Our Hallowe’en tag is 
simply a small placard done in 
highly colorful and _ contrasting 
orange, yellow, black and white. 
The background of the tag is yellow— 
a very pale yellow. Against this 
pale yellow is a bright orange pump- 
kin with a smiling face cut into it. 
Against this orange pumpkin in black 
silhouette are the figures of Jane 
Elizabeth and the proverbial Hal- 
lowe’en black cat. At the top of the 
tag in black script is the distinctive 
Jane Elizabeth signature. The bor- 
ders of the tag are black and lettered 
in orange along them is the saluta- 
tion, ‘‘Hallowe’en Greetings.” 

“The Thanksgiving tag has an 
orange background against which in 
white relief is a cut showing a Puritan 
with his funnel-mouthed musket in 
his hand and his maid by his side. 
In more striking contrast of black 
silhouette is Jane Elizabeth, this time 
accompanied by a turkey gobbler. 
In yellow lettering along the black 
side borders of the tag is the saluta- 
tion, ‘“Thanksgiving Greetings.” 

“Color connotes and portrays the 
season and thus our Christmas tags 
are done in Yuletide hues of gold, 
red-orange, and green against a buff 
background. A red brick fireplace 
with black iron grill in front of it is 
portrayed, shedding light from the 
jumping red-orange flames on the 
green silhouette figures of Jane Eliza- 
beth receiving a box of candy from 
her Beau. The borders of the Christ- 
mas card are done in gold and against 
a green background at the bottom of 
the card in gold lettering is the 
seasonal greeting, ‘‘Christmas Greet- 
ings.”’” On the back of each tag the 
two words “To” and “From’’ are 
printed in script. 


Modern Packaging 


“By this simple, inexpensive and 
yet colorful and attractive means we 
have dressed up our holiday and 
special occasion packages and at the 
same time provided a gift card. 
And we have been able to do all this 
without taking quality out of the 
product and putting prettiness into 
the package itself, a sacrifice we did 
not care to make.” 


O insure a varied assortment 

of Jane Elizabeth candies and at 
the same time to plug favorite pieces, 
there are four different assortments 
of the pound boxes. These four 
varied assortments are “run’’ over 
given periods of time and changed in 
sequence, thus assuring variety and 
at the same time always including the 
old favorite individual pieces of 
confection. 

Another unusual © merchandising 
practice in force at Jane Elizabeth's is 
the shipping of all out-of-town orders 
by express, thus encouraging the 
small, independent retailer to order 
in small lots with the assurance that 
his orders will always arrive promptly 
and in fresh condition. It also 
enables the larger dealer to engage in 
just as rapid turn-over as he can. 
He doesn’t need to worry about the 
time it will take to get in more stock 
for it will come to him posthaste by 
express. 

Every advertising aid is extended 
to the dealer all the way from both 
standard and custom-built outdoor 
signs to display table easels, dummy 
boxes, and window strips, all united 
in selling the idea of a home-made, 
white front, ‘‘chain store type” of 
candy, Jane Elizabeth, but at the 
same time a confection that is dis- 
tinctively different. 

Small wonder they say out at the 
home of Jane Elizabeth: ‘‘WHAT A 
WEAPON IS THE PACKAGE!” 

Yes, they say it in capital letters, 
too. 


EQUIPMENT AND SUPPLIES 


Conveying belts (for five-cent bars): 
Bentz Engineering Corp. 

Conveying belts (in main packaging de- 
partment): Jane Elizabeth Engineering 
Staff. 

Paper packages: Monarch Nusbaum Box 


oO, 
Printed cellophane wrappers: Milwaukee 
Printing Co. 


(Continued on page 37) 





Changing Hosiery Packages 


The Real Silk Hosiery Mills, Inc., of Indianapolis, Improves Its Hosiery 
Container and Effects Savings in Shipping Costs 


By LOWELL H. STORMONT, 


Advertising Manager, Real Silk Hosiery Mills 


business conducted on the 
A basis of direct sales to the 

consumer presents many un- 
usual problems in merchandising. 
When the business is the selling of 
small articles such as hosiery and 
lingerie the manufacturer is faced 
with the necessity of delivering the 
articles to the consumer in perfect 
condition through the mail or parcel 
post, the problem of keeping mailing 
costs down and at the same time 
obtaining a container strong enough 
to stand rough handling. Then, too, 
the package must be of a class that 
is reflective of the quality and luxury 
of the product. 

The Real Silk Hosiery Mills, Inc., 
of Indianapolis, Indiana, conducts a 
direct to the consumer business in 
hosiery and lingerie, by means of 
a nation-wide advertising campaign 
throughout the year and has about 
ten thousand sales representatives all 
over the United States who call upon 
customers, take orders and forward 
them to the factory. 

For many years this manufacturer 
has used a set-up 
box of the same 
type generally used 
throughout the 
hosiery industry. 

The hosiery was 

placed in a _ box, 

some of it in en- 
velopes and some 

of it loose, and the 

box was placed in 

a manila mailing 
envelope. This 

system had many disad- 
vantages—the containers 
were costly, the merchan- 
dise was often damaged in 
the mail and the package 
was of little value as an 
advertising medium. 

After considerable  ex- 
perimentation hy O. P. 


Larsen, purchasing agent, and myself, 
this new container was evolved. 
Every item manufactured by the 
company—men’s socks, ladies’ stock- 
ings, children’s stockings and lingerie 
—is placed in its individual envelope, 
sealed with gummed tape on which 
is printed the style number, size and 
color of the hosiery enclosed, and 
kept in these containers in the stock 
room. ‘This method of packing in- 
sures that the merchandise will reach 
the consumer in perfect condition, 
as smooth and unwrinkled as when 
it came from the boarding machines. 


HE design on the new containers 
is a modernistic treatment of a 
spider web motif with the Real Silk 
trade mark as the center. Radiating 
from the trade mark are rows of 
yellow, orange, red, purple, green 
aud blue. The dividing segments 
are in white. This pattern covers 
both sides of the 
envelope. The out- 
side container is of 
the same design, 


The new container and envelopes 


but in this case the pattern covers 
only the top and sides, leaving the 
bottom for the address and order 
number. This outside container is 
made with the ends notched so that 
once the box is filled and closed there 
is no possibility of loss or damage to 
the contents in transit. 

The envelopes are made of No. 2 
patent white with a manila back, 
11 point, and the outside containers 
of No. 2 patent white with solid 
news back, weight .030. The out- 
side containers are made in six sizes, 
three for hosiery and three for 
lingerie. 

In filling orders, the order filler has 
only to go to the supply bins and 
pick out the various styles called for. 
These are placed on a moving belt 
which carries them to the inspectors 
and boxers where the envelopes are 
placed in the outside containers. 
These are closed, addressed, weighed 

and sent to the 
branch post office 
in the plant. 

Up to the pres- 
ent time it has been 
impossible to find 
satisfactory pack- 
aging machinery 
because of the care 
with which hosiery 
must be handled. 
So far the actual 
packaging has been 
accomplished by 
pairers and inspec- 
tors. The order 
filling department 
is also manual, ex- 
cept that through- 

out the factory everything is done 
by production units with moving 
belts from one unit to the other, 
which keeps an endless flow of pack- 
ages passing from the order fillers to 
the boxers and order checkers to the 
(Continued on page 37) 
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Changing a Coffee Container 


The Jewel Tea Company, Inc., Alters the Type of Container from a Square Tight Wrapped 
Carton to a Round Can and Increases the Salability of the Package 


CTUATED by a desire to chatelaine of Park Avenue but also 
eliminate many features of 


the old form of its coffee 
container, the Jewel Tea Company, 
Inc., analyzed the old container to 
find out just what it lacked and what 
changes were necessary to increase 
the salability of the package. 

The old Jewel Best Coffee carton 
(Fig. 1), while airtight and triple 
sealed, necessitated a removal of the 
coffee into an airtight glass container 
after opening, in order to hold the 
fragrance of the coffee bean, This 
condition was not the most suitable, 
and detracted from the salability of 
the brand. 

Here was one change that had to 
be made. Another was that on the 
old carton or package was depicted 
a tray of silverware and cups with a 
hotel lobby background. While the 
last word in design when the package 
was first designed, this setting had 
naturally gone out of style. The 
new package was to be so designed 
that it would appeal not only to the 











Fig. 2. Using the idea of the cup 


As told to HAROLD KIRBY 
By STUART CAMPBELL, Art Director, Ray. D. Lillibridge, New York 


to the policeman on the corner. 


Fig. 1. The old style container 
With these two requirements and 
free range to “‘do the worst’’ the de- 
sign of the new can was undertaken. 
The reasons for the selection of the 
final design and the progressive steps 


] toward this end will be explained in 


the following paragraphs. 

Because the silverware tray and 
cups with their hotel lobby “‘atmos- 
phere’ background had gone out of 
style, and with styles changing so 
rapidly every day, it was felt im- 
perative to have nothing on the new 
can that would not be in style 
permanently, so, therefore, this whole 
feature of the package was eliminated 
entirely. In the old can this ‘‘at- 
mosphere,” through the amount of 
space it occupied, took emphasis 
away from the name of the product 
besides making the whole less visible 
because of the multiplicity of the 
elements which were evident to the 
eye of the observer. 


further step toward simplifi- 

cation was the elimination of 
the blue band that circumvented the 
old package. On this blue band, in 
orange lettering, was the word coffee 
on the front and back of the package, 
and Jewel Best Coffee on the sides. 
The word coffee was, in size, far too 
large in relation to Jewel Best on the 
front and back of the can. The 
question arose as to whether the can 
should sell any coffee or Jewel Best 
Coffee. With the conclusion ob- 
vious, the new can has reduced the 
size of Coffee and increased that of 
Jewel Best. 

Some of the useless decoration such 
as the coffee leaf and bean bud at the 
lower corners of the rectangular 
panels on the old package were done 
away with. This not only made for 
greater simplification but helped 
economize through the elimination 
of colors. This elimination of colors 
made, in the new can, for greater 
visibility through sharper contrast. 
Even the legend one pound net, 
ground, while it is a much smaller size 


Fig. 3. Cup and jewel combined 
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on the new can, stands out more 
prominently because it is printed in 
cream on a brown background as 
differing from the old can which 
had it in black on the same back- 
ground. 

An examination of the several 
suggestions tried will help toward 
an understanding of how a typical 
package problem is solved. Some 
of these suggestions shown are in the 
form of rough pencil layouts, others 
are complete layouts in color. 


Fig. 4. Featuring the jewel idea 

N Figs. 2,3 and 4 there is a common 

failing that, like the old container, 
there is too much emphasis on the 
word ‘‘coffee,”” even though from the 
standpoint of lettering this word is 
easier to read. With Jewel Best 
Coffee being the product sold and not 
merely any coffee, it was imperative 
to strengthen the relation of ‘‘Jewel 
Best” to ‘‘coffee.”’ 

Fig. 2 shows a variation of the use 
of the cup in the illustration. Since, 
however, no one can predict just 
what, with the modern vogue coming 
on us so strongly, the cup will look 
like ten years hence, it was found 
safer to eliminate the cup from the 
label. 

In Fig. 3 the idea of combining the 
cup with the jewel, in an endeavor 
to tie in with the trade name of 
Jewel Best Coffee, is shown. Fig. 4 
continues to keep the jewel but the 
cup is gone. These were felt to be 
somewhat unsoothing in opposition 


to the steadying 
influence that 
coffee is credited 
with. Further- 
more, the name 
of the product is 
Jewel Best as 
one, not the best, 
coffee that the 
Jewel Tea Com- 
pany makes. 
To enlarge the 
word ‘‘best”’ in 
either of these 
exhibits would 
have killed the 
design. 

Figs. 5 and 7 
show complete 
layouts contain- 
ing both the 
jewel idea and 
the tray and cup 
elements of the 
old container. 
As compared 
with the old con- 
tainer, the tray 
effect is even 
better because 
the “wishy- 
washy” back- 
ground has been 
eliminated. 

In Fig. 6, the jewel idea is ex- 


Fig. 5. 
Fig. 6. 
Fig. 7. 


Complete layout with some elements of the old container 


Jewel idea in diamond shape 


Another version of the complete layout 


giving the effect of the diamond. 


pressed differently with the lines Here again the lettering of “‘best’’ 


Fig. 8. The new coniainer 


is too small. This design was seri- 
ously considered but was finally de- 
cided to be slightly too disquieting. 


S finally adopted (Fig. 8) the 

Jewel Best Coffee package should 
stay in style for a long time. It was 
designed keeping in mind the necessi- 
ties of a good ackage. ‘These are 
in brief: . 

Suggestion: The package in its 
design should suggest the contents 
either by color, inference or shape. 

Visibility: The package should 
stand out when displayed. This 
poster quality is secured through 
simplicity, readability of lettering 
and color contrast. 

Practicability: The package should 
be designed to stand up under the 
handling expected for it. Rough 
handling will call for more sturdy 
elements in design. 

(Continued on page 44) 





Genuine Vegetable Parchment 


What It Is, and Why It Is an Ideal Protective Wrapper for Moist Food Products 


By JOHN R. DUFFORD 


Chief Chemist, Paterson Parchment Paper Co. 


HERE are essentially two kinds 
As parchment, animal and vege- 

table. Animal parchment is the 
prepared skins of animals, usually 
sheep, and has been used in the past 
chiefly for documentary purposes. 
Vegetable parchment, as the name 
implies, is basically of vegetable 
origin. 

The preparation of pure vegetable 
parchment consists of two separate 
and distinct processes. The first is 
that of manufacturing the paper later 
to be parchmentized, called water- 
leaf. In order that the second proc- 
ess, that of parchmentizing, may be 
effectively conducted, it is necessary 
to exercise every care in the selection 
of raw materials entering into the 
waterleaf, the purest cellulose pro- 
ducing the best results. Waterleaf 
for vegetable parchment differs from 
most papers in that it does not con- 
tain sizing or loading materials. 
Small quantities of either of these 
substances seriously impair the 
parchmentizing of the waterleaf to 
which they have been added. As 
the resultant finished parchment is 
in a large measure dependent upon 
the quality of the waterleaf, it is 
clear that the processing of the water- 
leaf requires expert supervision and 
attendance. 

The second process in the manu- 
facture of vegetable parchment is 
that of parchmentizing. It is this 
process which renders the finished 
product so widely different from 
other papers. When properly pre- 
pared, waterleaf is subjected to the 
action of sulphuric acid under suit- 
ably regulated conditions, a peculiar 
reaction occurs. Action of the acid 
at first produces a gelatinous sub- 
stance called amyloid, which com- 
pletely envelops each individual 
fibre. The amyloid, in addition to 
having enveloped the fibres, has filled 
the interstices between them and by 
a cementing action has bonded the 


32 


material into one homogeneous mass. 

Thus we find the original waterleaf 
has undergone such modification by 
treatment with sulphuric acid that it 
no longer softens or separates into 
its constituent fibres on being im- 
mersed or even boiled in water or 
salt solution, but retains its co- 
herence, is impervious to water, 
grease, blood and air, and preserves 
its newly acquired properties when 


Inner wrapper for sausage container 


re-dried. Pure vegetable parch- 
ment is semi-transparent, odorless, 
and tasteless. 


VERYONE who has had to deal 
with moist, delicate perishable 
food products such as butter, ice 
cream, fresh meats, etc., appreciates 
that their marketing value is consid- 
erably elevated 
by using the 
proper wrapper. 
Butter, the ex- 
tremely im- 
portant every- 
day article of 
food, is one of 
the most deli- 
cate of food 
products and is 
exceedingly sus- 
ceptible to con- 
taminating in- 
fluences. Real- 
izing this fact, 
every precau- 
tion is taken in 


the manufacture of vegetable parch- 
ment to have the product reach the 
consumer in as pure and sterile a 
condition as it is humanly possible 
to make it under operating conditions. 
Even so, it is admittedly good prac- 
tice to subject the butter wrappers, 
tub liners and circles to the action 
of boiling water or boiling super- 
saturated salt brine immediately be- 
fore using. The effect of the above 
treatment is twofold, the heat de- 
stroying the mold spores that may 
adhere to the parchment, and the 
brine adhering to the parchment 
helping to inhibit growth of mold 
germs that may be in or on the butter. 

One can readily understand that 
this extremely important preventa- 
tive measure against mold infection 
would not be possible if ordinary 


paper were used. Under this treat- 


ment the paper would disintegrate 
to a pulpy mass and be rendered use- 
less as a food wrapper. However, 
one of the outstanding properties of 
pure vegetable parchment, its in- 
solubility, renders it extremely adapt- 
able to this procedure. Then, too, 
this inherent quality of vegetable 
parchment, the fact that it does not 
disintegrate in contact with moisture, 


Parchment-wrapped butter reaches the consumer in perfect condition 
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makes it possible for the ultimate 
consumer to not only remove the 
wrapper intact, but also, if only a 
portion of the product is to be used 
at one time, to rewrap the remainder, 
thus preserving the original good 
qualities of the butter until entirely 
consumed. 


HE property of butter to readily 

absorb foreign odors and acquire 
an unpleasant taste makes it im- 
perative that a butter wrapper shall 
be odorless and tasteless. Pure vege- 
table parchment is odorless and taste- 
less and these characteristics un- 





Complete wrapper for whole bacon 


questionably recommend its use to 
the packer of butter. 

Butter tends to lose moisture dur- 
ing transportation and in storage. 
Aside from the reduction in actual 
value, due to the diminished weight 
through loss of moisture, excessive 
leaking may injure its flavor. Vege- 
table parchment, being impervious to 
moisture and air, not only reduces 
this shrinkage to a minimum, but in 
Storage prevents, to a large extent, 
losses incurred through contact with 
air, which causes deterioration of 
butter through oxidation or bacterial 
action, or both. Parchment-wrapped 
butter is also protected from the 
direct action of light, the tendency of 
which is to intensify bacterial action. 

The general wide-spread demand 
for clean food makes it necessary for 
the producer to market his product 
in as cleanly and attractive a manner 
as possible. The translucency of the 


parchment 
wrapper pre- 
sents the butter, 
on removal from 
the carton, in a 
clean, whole- 
some, and appe- 
tizing condition. 
When printed 
with colorful 
designs of the 
various brand 
names in bril- 
liant fast color 
inks, parchment 
has sales appeal 
as well as protec- 
tive qualities. 
Then, too, the 
print may be 
handled with 
facility because the fatty constituents 
of the butter have not permeated the 
parchment. It is the predominating 
characteristics of pure vegetable 


Parchment lining prevents formation of iron sulphate 


parchment briefly outlined above 
that have earned for it the distinction 
of being the best protective wrapper 
for moist food products. 





Novel Stationery Boxes 


PPARENTLY there is no end to 
the vogue for modernistic effect 
in containers and boxes. Food prod- 
ucts, toilet articles, all sorts of house 
furnishings and wearing apparel have 
been packaged in containers which 
tone in with the modern interiors. ‘To 
meet the requirements of this trend 
Montag Bros., Inc., is showing six 
new writing papers boxed in the new 
manner. Not only is the stationery 
entirely different from anything that 
Montag ever produced before, but the 
boxes are truly in keep- 
ing with the most 
modern desk fittings. 
In the illustration 


below, left, is the new ‘‘Papier 
Cezanne.” The box is covered with a 
water color paper in citron yellow, 
black, Worth blue and watermelon 
pink with emerald-green stripes. The 
lettering is in blue and yellow. The 
paper enclosed is of figured gray with 
envelopes lined to match the cover. 
The center is Fiammetta. Against a 
background of black and Urban blue 
is posed a dancing Erte figure in a 
spotlight of fuchia red. This circle 
is shattered by beams of scarlet, 

yellow and orange with 

the lettering in Urban 

blue. The writing 

paper is in figured 

(Continued on page 41) 


Three modernistic paper containers 





We Modernize Our Package 


The Marinello Company Makes Changes in Containers Which Individualize 
Products, Secure Group Recognition and Enable Production Economics 


By DOROTHY COCKS 


Director of Advertising, The Marinello Company 


T is perhaps unnecessary to detail 
the reasons which prompted the 
change in our containers—a change 

which has already attracted a great 
deal of interest in the trade and 
has proved that recognition for 
beauty products can only be ob- 
tained and maintained when the con- 
tainers are such as to attract at- 
tention. 

Up to the time of the adoption of 
the present package plan, the com- 
pany had had no settled package 
policy. True, there was a common 
color scheme on all labels, the domi- 
nating color being blue. The trade 
mark was an elephant and, while 
carrying significance as a bearer of 
basic ingredients, it will be agreed 
that such an animal can hardly be 
considered as a happy selection for a 
trade mark for packages of products 
designed to add to milady’s loveli- 
ness. 

We realized that it was necessary 
for our new packages to express the 
spirit of the product they contained 
and at the same time be in keeping 
with the present-day mode. In other 
words, we wanted our packages 
modern. We believe that we have 
obtained the result striven for. 


The mold of the bottles was de- 

signed by a French artist of the 
modern school. It is our mold 
exclusively, of course. This same 
skyscraper form is adapted to all 
our series of containers. These 
containers range from '/2-0z. bot- 
tles and jars up to 12-o0z. bottles, 
which will be used for our new 
effervescent bath salts and 
dusting powders. All our 
bottles and jars are of pink 
Luminique glass—a new 
colored glass for which the 
secret process was per- 
fected in our own plant. 
The glass has a lovely soft 
lustre like rose quartz. 
The stoppers are of the 
same material. 

We have done away 
with all the cardboard 
containers, be- 
cause we feel 
that the display 
value of the bot- 
tles and jars is 
so great that it 
would be most 
unwise to conceal them in any other 
wrapping. However, for one or two 
special items we have adopted a pink 

box with a design 


MES) 


Home Treatment box 
based on our new Marinello trade 
mark. The Home ‘Treatment box, 
which contains a group of preparations 
for a complete home treatment of the 


Cold cream jars on conveyor belts 





je fere> hh, 


GAIR contantks 








AIR Display Containers are turned out 

nimbly in many variations of style by 
our Creative and Design Department. The set- 
ting for the merchandise to be exhibited is the 
important thing. The treatments are endless, 
but in the multitude there is just one that 
reaches the crest of your requirements. 


The individuality of the Display Container is 
derived from the merchandise it contains and 
the whole becomes an impressive ensemble. 
Our experts see to that. 


Gair Display Containers harmonize with your 
goods structurally as well as artistically. There 
are no two alike—like gallery pictures, each 
has a dissimilarity of style that gives it its 
own character. 


ROBERT GAIR COMPANY 








‘ sAlT R DISPLAY 
CONTAINERS 
HE retail shop isa wonderland of merchandise. 
The customer’s vision is stimulated by amyriad 
of articles, but there are always some that focus 


attention—they are the star exhibits in the mer- 
chandising scheme. 


Gair Display Containers have this power of attrac- 
tion. They are as unlike as it is possible to make 
them. Our designers clear their tables and their 
heads of things that have gone before, set your 
merchandise before them and project their minds 
into your problem. They reckon with competitive 
environment and give imperative qualities, as well 
as stability, to the structure of your display. 


Our Merchandising Expert and Artist put their 
combined experience into your Display Container, 
one with the earnest purpose of creating a medium 
for increasing your sales, the other assisting that 
purpose with the magic of color and design. They 
work scientifically. They have the instinct and 
experience with which to give the right accent to 
your merchandising appeal and broaden the con- 
sumer’s acquaintance with your goods. 
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skin is of pink paper lined with silver, 
which makes a most attractive back- 
ground for our pink bottles. The 
same design and color scheme is car- 
ried out in smaller packages, which 
will be used as containers for our 
compacts. 

Our new packages have resulted in 
savings in shipping costs, due to the 
lightness of the containers, and it has 
also been possible to effect economies 
in purchasing and in manufacture by 
the reduction of the number of sizes, 
as we now have only nine different 
sizes of containers. 

In our work of packaging, we oper- 
ate on three general groups of prod- 
ucts: powders, creams and _ lotions. 
Considering first the packaging of the 
powders. The supply of powder is 
fed by a hopper to an automatic fill- 
ing machine which forces the powder 
into the glass box in two fillings. 
That is to say, the second filling fol- 
lows the first after a slight vibratory 
motion which tends to settle the 
powder in the box. As far as we 





Display case containing full assortment 


know, thisis the 
first time that 
a manufacturer 
of powder has 
used a_ glass 
container for 
his product. 
We find that 
there are cer- 
tain advan- 
tages in the use 
of such a con- 
tainer. In the 
first place, the 
transparency of 
the box or jar 
permits the 
customer to 
see the shade of 
powder. Sec- 
ondly, the full 
strength of the 
perfume in the 
powder is held 
when a_ glass 
container is 
used, as com- 












The new bottles of Luminique glass 





pared with cer- 
tain losses that 
may be ex- 
pected if a 
cardboard box 
is used. After 
each box has 
been filled, an 
aluminum foil 
cover is placed 
on the top, a 
rubber band 
slid over the 
edge and the 
glass cover or 
top is slipped 
on in such a 
way that an 
airtight joint 
is assured. 

In filling the 
jars withcream, 
a belt system, 
consisting of 
eight parallel 
belts, is used. 
The empty jars 
pass directly 
under a rotat- 
ing filler and 
after receiving 
the correct 








amount of cream, which is supplied 
either cold or hot from jacketed 
tanks, the jars travel along the 
parallel belts, finally arriving at a cross 
belt which feeds to the capping ma- 
chines, which place and tighten the 
brushed aluminum screw caps on the 
jars. Continuing on the same belt 
through an automatic labeling ma- 
chine, the jars are finally packed in 
nested corrugated boxes, twelve 
to each box, and after a careful 
inspection are passed on for ship- 
ment. 

In packaging the lotions the sup- 
plies of liquid are furnished in marked 
lines that lead from the floor above. 
Before the liquids are drawn off for 
final filling, they are given a supple- 
mentary mixing which assures the 
consistency of each bottle. Three 
bottles are vacuum filled at one time 
and the filled bottles proceed by a belt 
to a table, where the glass stoppers are 
placed by hand and hammered in. 
Labels are then placed on these bot- 
tles, front and back, and after inspec- 
tion the bottles are hand packed, six 
to each corrugated shipping con- 
tainer. 


(Continued on page 60) 
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Toy Packages Are Used to Sell 
the Adult Buyer 


Miniature Houses That Form Containers for Lamps and Rugs 
Have Juvenile Appeal That Is Reflected in 
Purchases of Grown-Ups 


to recognize the advantage of 

a subtle appeal to the child 
which consummates or at least in- 
stigates a sale, and in the examples 
shown on this page it will be ad- 
mitted that both General Electric 
Co. and Mohawk Carpet Mills have 
chosen well in their respective selec- 
tions of lamp and rug cartons. 

The rug box, designed by Tony 
Sarg, is a lithographed, one-piece 
carton which, when set up, forms a 
container 28 in. high and five inches 
square in cross section. As shown in 
the illustration, one side of the box is 
a nursery panel featuring alphabet 
blocks that designate the contents; 
two sides show the exterior of the 
house, while the third is a ‘‘cross 
section” of each of three floors. 
Well-selected colors in lighter shades 
—with the exception of the blue back- 
ground of the nursery panel—are 
used and the effect is most pleasing. 

The lamp packages as used by the 
General Electric Co. for both Na- 
tional and Edison Mazda lamps are 
made to represent houses of different 
styles of architecture, and are so 
constituted that in display the tops 
can be folded in such a way that a 
sloping roof is formed, as shown in the 
illustration. When used as a con- 
tainer for the purchased lamps, the 
ends and sides of the top are folded 
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NATIONAL MAZDA 
LAMPS 


down over the score lines provided 
and the ‘‘roof” becomes the cover of 
the box. The front and sides of 
each lamp carton are miniature repro- 
ductions of the front and sides of a 
house. Doors and windows, by 
means of perforations in the carton 
board, may be opened and an effec- 
tive display obtained by means of 
strips of colored paper pasted over 
the openings and illuminated. 

In both of these packages the shape 
and the design of each container are 
so selected as to indicate the utility 
of the containers as well as to give 
the purchaser the idea of “position” 
as it relates to the goods. For in- 
stance, in the lamp packages the 
plan shown on the rear panel or 
side of the house depicts six rooms 
with suggestions for the use of certain 
power lamps in each fixture. The 
dealer after folding or opening up the 
carton, which is supplied to him in 
knock-down form, fills it with the 
assortment of lamps desired by the 
customer. ‘The rug box, on the other 
hand, when emptied of its contents 
becomes a miniature child’s house 
and indicates, by an ingenious series 
of perforations, the spaces on each of 
the three “exposed” floors wherein 
rugs may be placed. 

These cartons are of durable con- 
struction and will provide many hours 
of amusement for the child. 


{ yp 
NATIONAL MAZDA LAMPS 


Courtesy of Robert Gair Co. 


Miniature house cartons are supplied to dealers for window and counter display use 
as well as to contain lamp assortments, 
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Courtesy of Mohawk Carpet Mills 


Tony Sarg in his inimitable fashion furnishes 
the decorative plan for this attractive 
rug carton 


The Package in Sampling 
A Book Review 


AMPLES, Demonstrations and 

Packaging. Their use in adver- 
tising. By Norman Lewis; pub- 
lished by the Ronald Press Co., New 
York; 250 pages; price $4.50. 

This is the first book on a subject 
that has come to be an important one 
to manufacturers and large distribut- 
ing agents, but which hitherto has 
been treated only in scattered maga- 
zine articles. The writer is an ad- 
vertising agency executive, who has 
had special experience in handling 
this phase of advertising. In addi- 
tion, he has here given the kind of 
information most needed on a sub- 
ject of this character—statements and 
data as regards their own experience 
from many concerns which have been 
using samples and demonstrations. 

(Continued on page 41) 
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(Continued from page 29) 
addressers, weighers and post office. 
Real Silk Hosiery Mills ship be- 
tween three and four million packages 
a year and this new method of packag- 
ing has made it possible to show a net 
saving of many thousands of dollars 


annually. It is expected that this 
new plan of packaging will result in 
a great saving in postage, and at the 
same time provide a novel package 
with the style atmosphere necessary 
for merchandise of this nature. 


(Continued from page 28) 

Corrugated shipping cartons and display 
cases: Buffalo Box Factory. 

Package inserts: Bonbon cups: Old 
Mill Paper Products Co. Layer card- 
boards: American Lace Paper Co. Pad- 
ding: Carter Rice Co. 

Holiday package tags: Kenworthy Press. 

Tins: Buffalo Can Co. 

Gold cord: George Franke Sons. 

Window strips: Milwaukee Printing Co. 

Advertising cards: F. M. Howell & 
Sons. 

Price cards: Henry Gabriel.: 

Display table easels: Dayton Paper 
Novelty Co. 

Standard signs: Begole Co. 

Custom-built signs: Buffalo Sign Co. 





Packaging to Match Quality 


Sheaffer Pen and Pencil Containers Enhance Beauty of 
Merchandise, Carry Goods Without Breakage and Serve 
as Gift Boxes at Every Season of the Year 


By LESLIE M. BEALS 
Asst. Adv. Mgr., W. A. Sheaffer Pen Co. 


OU, Mr. Manufacturer, you’re 
wasting money advertising! 

Coming from one connected with 
the largest fountain-pen user of maga- 
zine and newspaper space in the 
United States, that statement may 
raise a question. That’s exactly 
what I want to do. 

Most of us are in the habit of re- 
garding advertising as a god whose 
favor is aroused by prayers of six and 
seven figure space appropriations. 
Many manufacturers believe today 
that every advertising dollar will re- 
turn its ten or twenty merely by 
awaiting the golden shower following 
their use of nationally circulated 
space. 

Successful manufacturers agree 
that, while advertising will in a very 
few cases sell merchandise under its 
own steam, in nearly every case it is 
only the exhilarator of the great ma- 
chine that takes the factory product 
and places it upon the table in the 
home. 

Viewing advertising in that light 
they have gone to work to back their 
advertising efforts all along the line. 
They have provided dealer helps in 
the form of sales-producing window 
backgrounds, packages, counter cards 
and folders. In every possible way, 
they are helping those who do the 
actual selling to gear their businesses 


in cooperative exploitation of the big 
idea behind their goods. 

Fifteen years ago, when this com- 
pany was founded, the fountain-pen 
box was a weak link in the merchan- 
dising chain of the fountain-pen in- 
dustry. It wasa drab, morose object 
that served for packing only indiffer- 
ently well. You remember it—the 
kind that carried the dropper filler— 
blue, blue as a Scrooge’s nose on 
Christmas Eve. The kind that 
sucked in whatever cheerfulness the 
merchandise possessed. 

We became immediately aware 
that the fountain-pen was, or could 
be made, a thing of beauty and that, 
as such, could not be sold from a 
dingy shelf or a cob-webbed drawer. 
We proposed to show the fountain- 
pen to the world and let the world 
see the fountain-pen in proper and 
appropriate surroundings. Accord- 
ingly, every effort was made to give 
Sheaffer packages and boxes color, 
beauty and real display value. 

Four years ago when we produced 
the jade green fountain-pen, we gave 
this then unusual color emphasis by 
our box of delicately tinted green. 
This year our DeLuxe black and 
pearl pens and pencils are displayed 
and sold in boxes of imported pearl 
paper, lined with gray velvet. And 
these are but two of many instances. 
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Much care is taken in the selection of 
color and design. We want our 
boxes to enhance the beauty of the 
merchandise rather than confuse the 
eye. Most are notable for their sim- 
plicity of tone and line. They merely 
“spot” the goods and let the goods 
speak for themselves. 

From the beginning, we were quick 
to realize that a large pen box would 
focus more attention on the merchan- 
dise than small ones previously used. 
Sheaffer boxes assumed larger size 
and became helpful display pieces in 
themselves. Every one of our pack- 
ages has a triple purpose. It must 
carry the merchandise without break- 
age, its beauty must aid the retailer 
in making sales and it must serve as a 
gift box at every season of the year. 

Our company is modestly alone in 
a desk set container that allows the 
merchandise to be shipped assembled 
and ready for use. ‘The retailer may 
place it immediately on display and 
the recipient may open the lid to find 
it ready for his writing desk. 

Our pen and pencil box has a re- 
versible lid that requires but a twist 
of the wrist to change from a con- 
tainer to a display stand for counter 
purposes. Other boxes follow the 
same rule of universitality. 

Perhaps our most unusual box is a 
jewelry case of hand-tooled leather, 
lined with velvet green. This box 
displays our solid gold line and while 
its cost would be prohibitive when 
used in connection with an item of 
immensely popular sale, we believe 
it a profitable: investment in selling 
articles of precious metal. 

Like our national advertising, pack- 
ages and boxes are created to match 
the quality of Sheaffer merchandise 
and we thoroughly believe that our 
containers have much to do with the 
ever-increasing desire to possess this 
merchandise. 

We try to make our dealers’ inter- 
ests our point of view. Often, in his 
shoes, we’ve glared across the table 
at ourselves and shouted, ‘‘Yes, that’s 
fine. But what are you doing to help 
me cash in on all this nationally cir- 
culated advertising!’ And quickened 
interest in merchandising advertising 
dollars invariably results in increased 
profit to our dealers and ourselves. 





Will the Consolidating Container 
Revolutionize Packaging? 


Massed Package Units as an Aid in Reducing Handling Costs in the 
Shipment of Lightly Packaged Commodities 


XPERIENCE has proved that 
Ek. it requires a powerful and pro- 

longed influence to really revo- 
lutionize packaging. Particularly if 
the revolution is an upset of the 
favored forms and dimensions of 
packages. It has been the fashion, 
lately, to predict that the craze for 
color will thus shake up packaging 
practice. Even as it was predicted, 
at the advent of the fibre box, that 
this medium would prove revolution- 
ary. Somehow, none of the past 
innovations jarred packaging tradi- 
tions as deeply as had been antici- 
pated. But now comes a new dis- 
turber of the status quo. 

A new science—or art, if 
please—has appeared in the field of 
transportation and distribution and 
all the old rules of packaging prac- 
tice tremble in the balance. Con- 
solidation of shipments is the term 
loosely applied to this new break 
with convention. And it is a physi- 
cal or materialistic influence, no mere 
sentimental influence, that it brings 
to bear upon packaging routine. All 
packaging for less than car-lot ship- 
ment is due to be affected, because 
this snuggling process is applicable 
throughout that range. Indeed, the 
fusion of less than car-lot shipments 
is the essence of this new gesture for 
saving time and money. 

The whole project for massing 
package units in transit is so new 
that very little has been heard about 
it. Oddly enough, members of the 
packaging community are likely to 
hear first of a phase of this reform 
that may concern them less than some 
developments that will come later. 
The larger use of what are known as 
“skid platforms’ is the first vista 
in the current revelation. That the 
skid platform, as a possible dictator 
of package stature, is due for first 
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By WALDON FAWCETT 


attention is the result of two con- 
spiring circumstances. 

To begin with, the skid platform 
and its cousin or complement, the 
lift truck, are established institutions, 
merely put to new uses. On the 
other hand the projected consolidat- 
ing containers, that promise even 
deeper impress upon packaging for- 
mulas, are yet in the experimental 
or try-out stage. Secondly, the skid 
platform is just now in the limelight 
because there is in progress, under 
the auspices of the U. S. Department 
of Commerce, a movement for the 
simplification or standardization of 
skid platforms. This last is, in it- 
self, an interesting symptom of the 
trend of the times, since it betokens 
that the business community at large 
has its mind on the problem of snug- 
gling small shipments and of packing 
them in containers that will stack 
compactly. 

In order that packaging executives 
may know what limitations they may 
face in the team-play for cheaper dis- 
tribution it may be well to recite the 
official definition of a skid platform 
as a platform mounted on skids or 
legs, which can be easily moved from 
place to place. A “skid stock box’’ 
is a platform with closed sides and 
ends, forming the shape of a box 
which is mounted on skids for easy 
movement. Hand lift trucks and 
power lift trucks are three-, four- or 
six-wheel trucks, the upper plat- 
forms of which are raised or lowered 
and are thus adjustable to different 
heights. 


ROM time out of mind skid plat- 
forms and skid stock boxes have 
been used for handling goods (loose 
or packaged) in large manufactur- 
ing plants, warehouses, railway and 
steamship terminals and freight 


houses. All this fetching and carry- 
ing has been what might be termed 
intensely local traffic. Distances 
were short and trips frequent. So 
it has not mattered very much in 
what form the goods were presented 
for switching. A full load was. not 
an obligation of deep concern. No 
more was the compactness of stowage 
vital, so long as the units did not 
rattle around sufficiently to be dam- 
aged on the short journeys. 

The happy-go-lucky attitude has 
been suddenly changed, now that 
the skid platform has graduated to 
larger usefulness. Within the past 
few years certain industries have de- 
veloped the practice of shipping goods 
on skid platforms by rail or water, 
thereby reducing the cost of han- 
dling, loading and unloading the goods. 
The growth and extension of this 
practice has been handicapped by 
lack of interchangeability of equip- 
ment. No nationally recognized di- 
mensional standards existed for skid 
platforms or for the hand and power 
lift trucks which are used to handle 
the platforms at points of origin and 
destination. 


UT of this lack has come the 

present organized movement to 
put skid platforms into uniform. It 
is predicted that the logical sequel 
will be a twin movement, private or 
public as the case may be, for the 
adoption of fashions in packages that 
will fit the mobilizing carriers. 
Manufacturers and others interested, 
who are conferring on this problem, 
have not gone so far as to put out 
tentative specifications for the ulti- 
mate standard platforms. There 
seems to be unanimous agreement, 
though, that there should be two 
standard sizes of skid platforms as 
to over-all length and width. The 
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first size to be of such width that 
three skid platforms may be placed 
side by side in a standard railway 
box car and of such length that two 
platforms may be placed end to end 
in the same car. . The second size 
to have a width equal to the length 
of the first size and a length equal to 
twice the width of the first size. 
Thus the larger skid platforms would 
be exactly double the area of the 
smaller. 

It is only fair to point out that the 
reformers who are working to bring 
about standardization of skid plat- 
forms and other vehicles for consoli- 
dation of less than car-lots, have no 
thought—at least at this stage—of 
going farther and endeavoring to 
bring about packaging harmonies in 
sympathy with their transfer cases. 
All assumption that the packaging 
community will have to get in step 
is based on the belief of Federal 
specialists that the possible econo- 
mies will be too great to be ignored. 
It has been estimated by the Ameri- 
can Society of Mechanical Engineers 
that $3,500,000,000 is expended an- 
nually in the United States in han- 
dling materials and that of this total, 
$700,000,000 goes for the handling, 
loading and unloading of goods that 
might be shipped on skids. A wide- 
spread use of standard skid plat- 
forms is, by the same mode of reckon- 
ing, estimated as capable of accom- 
plishing savings that would total 
somewhere between $200,000,000 and 
$500,000,000 per year. It goes with- 
out saying that if proportionate sav- 
ings may be attained by packaging 
reforms which will dovetail with the 
consolidating utilities, it will be diffi- 
cult to resist the urge for package 
redesign, destined to produce con- 
tainers assignable in multiples to the 
several sizes of carriers. 

While attention is focused upon the 
standard skid platform as a possible 
prescriber of package dimensions, 
there appears on the horizon another 
revolutionist that bids fair to more 
forcefully bend packaging practice 
to its will. This later comer is the 
railway container or consolidating 
container. From the  packager’s 
standpoint, it differs notably from 
the skid platform and the open-top 
stock box on skids in that it is a rigid, 


tightly-closed receptacle of generous 
size and is thus adapted to the con- 
veyance of thinly-wrapped or lightly- 
packaged commodities. Indeed, one 
of the big advantages claimed for 
the consolidating container, on the 
economic side, is that, by acting as 
a buffer for its contents, it will per- 
mit the use of less cumbersome and 
less costly packing. 


N a sense, the consolidating con- 

tainer is the successor of the ill- 
starred container car, regarding which 
we heard more or less a few years ago. 
Disappointment over the outcome of 
the container-car project should not, 
however, be allowed to prejudice 
any one against the junior container 
lately invented. The germ of a 
worthwhile idea was in the original 
conception of a van laden with small 
packages which might be swung from 
an auto chassis to a flat car at one 
railway terminal and swung off at 
destination to be delivered, in un- 
broken bulk, to the distributing mer- 
chant. The later conception is sim- 
ply a small edition of the original 
invention. Incidentally, it is more 
versatile or more elastic in its uses 
in that the smaller capacity permits 
the consolidator to be employed by 
packers who ship in smaller quan- 
tities. 

So new is the whole idea that there 
is as yet no approved pattern for 
the metal box which is known as a 
consolidating container. One  in- 
terest is experimenting with these 
super-shipping cases of a dimension 
that permits twenty to be stowed in 
a railway car. Whatever the size 
or shape of the container, the pro- 
cedure is the same. The container 
is loaded by the shipper at his fac- 
tory, placed on a truck by means 
of a crane, carried to the railroad or 
steamship loading platform and there 
lowered by another crane into the 
hold of the ship or stowed, with others 
of its kind, in an open car or a box 
car, as occasion (and the character 
of the contents) may require. At 
destination the reverse operation 
takes place and the empty container 
is available for any return load that 
offers. 

Consolidation of packages for the 
long haul is not a mere dream that 
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has gone no farther than theory. 
For more than a year past tests and 
demonstrations have been in prog- 
ress on a number of railway lines, 
including the Pennsylvania and New 
York Central. It has been proved 
that the savings more than offset 
the expense of containers and han- 
dling equipment for the containers. 
Indeed, the try-out operations indi- 
cate cuts of from 4 to 10 per cent in 
the cost of handling small freight. 
As an adjunct of the consolidating 
scheme there is being perfected a 
systematic pick-up service, operating 
to the full extent of the rail terminal 
zones of the leading cities and han- 
dling with promptness the pressed 
steel containers which, in the most 
approved size, have a cubical capac- 
ity of 440 feet and a carrying capacity 
of 10,000 pounds. 

Experts, looking for possible effects 
of container operations upon packag- 
ing policies, are impressed with the 
belief that the liberties conferred will 
outweigh the exactions. A packager 
may, to be sure, be tempted to stand- 
ardize his package form, to a de- 
gree, even at the sacrifice of individu- 
ality. On the other hand, the new 
insurance against exposure, rough 
handling, etc., should allow new lati- 
tude in the use of delicate materials 
for outer covers; reduce the risks 
of pilferage, etc. In the case of 
packaged commodities subject to de- 
terioration it is promised that con- 
solidating containers will not only 
speed up distribution but will per- 
mit a more steady and more even 
flow of commodities to distributive 
outlets. Last, but not least, the con- 
solidating container may be the 
means of rendering it feasible to 
package certain commodities which 
have heretofore baffled their market- 
ers because wrappings were prone to 
damage in the several re-handlings. 


HE Du Pont Cellophane Co. an- 

nounces that E. M. Wallace, 
formerly of Schleuter & Wallace, 
Chicago, has been added to the 
Chicago sales staff. C. W. Carson 
has been transferred to the outside 
sales organization in Chicago. Both 
Mr. Wallace and Mr. Carson will 
make their headquarters at 120 
South La Salle St., Chicago. 








A Business Paper and Its Industry 


A writer in one of our esteemed contemporaries, 
Toilet Requisites, took occasion sometime ago to 
express a debt of gratitude which he felt was logically 
due to certain magazines for which he subscribed. 

‘The reader of a business paper,” he writes, “gets an 
abundance of valuable information from it that cannot 
be computed in dollars. We receive much that cash 
cannot buy. We are kept in touch with our contempo- 
raries. We are made acquainted with details carefully 
and conscientiously worked out by men and women who 
make details their business. We learn what is going on 
in our specialty in the business world of which we are 
a very small part. Through the medium of these central 
distributing points we can secure almost anything we 
need in the way of business helps. We obtain without 
asking not only hints but concrete plans for improving 
our own plans. We are made acquainted with the 
results of experimentation which have taken years to 
work out and which are given us for the mere reading of 
the record. In short, our business papers are all sta- 
bilizers. They show us plans that have worked, thereby 
saving us months of often disappointing experiments and 
for all this we pay a few dollars per annum.” 

We are not at all sure as to the advisability of talking 
too much about the service which one may render, but 
we firmly believe that if such an expression will cause 
comment from readers to the extent that the publisher 
is enabled to obtain an expression as to the further 
services desired by readers, the plan is one which meets 
with our hearty approval. After all, the outstanding 
function of any industrial paper should be to coordinate 
and cooperate with its industry to the extent of rendering 
every possible service. 


Distributing Package Samples 


HERE are two main reasons for the tremendous 

development which has taken place in the packag- 
ing of products. So writes Norman Lewis in his recent 
book, ‘“‘Samples, Demonstrations and Packaging.”’” The 
first was the need which grew gradually into the con- 
sciousness of the manufacturer for something which 
would not only afford his product greater protection and 
sanitation in the eyes of the customer, but which would 
also, from his, the manufacturer’s point of view, elimi- 
nate spoilage, breakage and waste. The second reason 
was the realization that the modern package could be 
made to keep step from the viewpoint of attractive 
appearance and eye-catching value with the trend of 
modern advertising display. 
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These statements no doubt have a familiar ring to our 
readers and are largely responsible for establishing a 
substantial basis or reason for certain selections in 
packages used for the distribution of samples. 

As pointed out by Mr. Lewis, in deciding upon the 
form in which the sample of a product is to be put out, 
an important point should be kept in mind, namely, 
that so far as its purpose is concerned the sample package 
is simply the regular sized package on a smaller scale. 
In other words, were it not for the expense the manufac- 
turer would likely give or send to each prospect a full 
sized package. This not being practical, it is logical 
that he should distribute a package which, although 
perhaps considerably smaller, is at least as attractive and 
as representative of the product as the package which 
is to be sold the customer or prospective customer later on. 

Wherever possible and because of the continuity value 
the sample package should be an exact reproduction or 
miniature of the regular size and generally accepted 
principles which govern the distribution of packaged 
merchandise should be followed. 


On Extending Christmas Greetings 


S we go to press we are reminded on every side of 
the decreasing time which remains between now 
and the day when we must present our seasonal offerings, 
be they what they may. It is not unnatural, then, that 
we should give some thought to those who have patiently 
borne with us during the past twelve months. With 
those who have voiced their criticisms we—in our present 
holiday mood—are inclined to agree. Likewise, to those 
who have expressed their substantiation of our state- 
ments, we extend our thanks. ‘This, we believe, evens 
the score, so that there remains nothing but the com- 
posing of a greeting, salutation or flourish which will 
properly convey our holiday sentiments to our readers 
individually and collectively. 

In preparing such, we wish it were possible to take a 
leaf from the experience of the decorative paper com- 
panies, who have so successfully broken down the old 
traditions regarding holly and other holiday patterns 
in papers and have created new designs which have 
expressed the Christmas spirit in a modern fashion. 
But no such luck. We search vainly through our 
Thesaurus for words and phrases that will adequately 
express the Season’s wishes. The time grows short—and 
we are honestly in earnest about this thing. ‘‘Copy,” 
yells the printers’ devil—-so we meekly but none the less 
sincerely say to all of our readers— 


MERRY CHRISTMAS! 





aa .. get eee Le ee | - ea Se Sa 


— © kw = =- FF 


December, 1928 
The Package in Sampling 


(Continued from page 36) 


The treatment throughout is con- 
cise but specific. It covers definitely 
sampling and demonstrating by 
crews; in stores; through clubs, 
churches, expositions, etc.; by mail; 
and through inquiries from magazine, 
newspaper, direct mail and radio 
advertising. ‘The best form of sam- 
pling;” ‘“‘the best way to demonstrate 
a product;’’ ‘‘should samples be free 
or charged for?” “how should the 
sample be packaged?’’—are illustra- 
tive of the practical questions dealt 
with. 

Among those unfamiliar with the 
part that packages have played as 
sales factors, it may cause some 
question as to why the package 
should receive prominence in a book 
of this sort, which purports to deal 
with the accepted practice and prin- 
ciples of sampling. But it must 
be apparent that the distribution of 
sample packages which are exact 
reproductions or miniatures of the 
regular size can afford a continuity 
value that is hardly obtainable 
through any other plan. This is 
well brought out in the book to- 
gether with other fundamental in- 
formation regarding package design 
and application. 


Novel Stationery Boxes 
(Continued from page 33) 
white with envelopes lined to match 
the cover of the box. 

At right: Circles of green, yellow, 
red, orange and bright blue and beams 
of black, blue and pink cross and con- 
verge to make a cover as startlingly 
new as it is attractive. ‘Papier 
Matisse,’ contained within, carries 
out the same pattern in cream color. 
Envelopes are lined to match cover. 

These boxes were designed ex- 
clusively for Montag and are manu- 
factured by them. 


ODWIN P. Bell, formerly as- 
sociated with the Woodward & 
Tiernan Printing Co., St. Louis, Mo., 
has formed his own company to 
handle direct mail, trade paper ad- 


vertising and package design. The 
company is known as The Bellmen 
Co. and is lgcated in the Paul Brown 
Building, St. Louis, Mo. 
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Pyramid Effect in Gift Boxes 


OLLOWING very closely, in de- 
sign, some of the new forms of 
architecture is this unusual 
gift box recently designed 
by Tre-Jur, Inc. While 
the outside of the con- 
tainer is of conventional 
shape covered in gray 
velour, the handling 
of the tray detail of 
the container is an 
example of one of 
the finer forms of 
modernistic art. 
The tray is made 
in four steps 
covered with 
silver or gold 
paper, and the 
vanity case 
and perfume 
bottle, fit- 
ting into 
slots cut 
in the 
upper 
step, 
form 


the fifth level. The vanity and the 

stopper on the perfume bottle match 
the lining of the box. 

The smaller gift box is 

of more conventional 

form, relying for its 

modern touch on the 

background of silver 

for the black, green 

or blue vanity and 

perfume bottle. 

The outside of this 

box is covered 

with gray paper. 

There is a pro- 

jecting edge on 

the bottom of 

the box and 

the cover is 

hinged with 

paper. The 

boxes are 

well made 

and in 

extreme 

good 

taste. 


Both models show excellent balance 





Decorated Tin Cigar Boxes 


HE two cigar boxes illustrated are 
in lithographed tin and demon- 
strate effectively the use of modern 
ideas of decoration in the production 
of inexpensive containers. 
As these boxes are designed 
to contain five-cent cigars, 
the cost of the container 
itself is of great considera- 
tion. 
The box at the left of 
the illustration is litho- 


American Can Company 


graphed in royal blue with lettering 
in scarlet. The edges are in gold 
and the sides of the box are deco- 
rated with an all-over pattern of blue, 
red and gold. ‘The bottom is in gold 
with blue lettering. 


The “Little Tom’’ box is in cream 
color with black lettering outlined in 
orange. ‘The top is decorated with a 
scroll and border effect in black, 








orange and _ gold. 
The sides of the tin 
are covered with 
an all-over design 
in converging 
squares of gold, 
black and orange. 

The boxes measure eight by five 
inches and are one and one-eighth 
inches high. The covers are hinged 
with metal pins and there are per- 
forations in the sides to allow for 
circulation of air. 


Courtesy 





Tight Wraps for Food Products 


Plain Carton Filled and Sealed Is Covered with Label in Closely Wrapped Package of 
Strength, Protection and Distinctive Appearance 


HE tight wrapped package 

makes use of a plain, unprinted 

carton manufactured of chip- 
board or news-board, and a printed 
or lithographed paper wrapper glued 
tightly over its entire surface. The 
cartons are filled and sealed in the 
regular way, there being a number 
of different makes of semi-automatic 
and fully-auto- 
maticcarton filling 
and sealing ma- 
chines on the mar- 
ket. After the 
carton is filled 
and sealed, it is 
fed into the tight 
- wrapping machine 
which automati- 
cally feeds the 
paper labels as 
the cartons enter 
the wrapping 
machine, glues 
the label all over 
on the blank 
side with a thin coating of adhesive 
and wraps it tightly around the 
filled carton, making a perfectly tight 
sealed, non-sifting, weevil-proof and 
attractive package. 

This package costs practically the 
same, or possibly a little more, than 
the printed cartons and, in addition, 
there are many advantages in the 


tight wrapped package which more 
than offset any slight additional cost. 
Some of these advantages are—Better 
appearance of the package which 
stimulates sales. Printed or litho- 
graphed colors show up to better 
advaitage on a paper label than when 
printed directly on cardboard. 
Greater strength. The wrapper 


Tight wrapped packages present an attractive appearance 


glued tightly to the carton 
strengthens the package especially 
at the corners where there is generous 
overlapping of the paper. Better 
preservation of contents. ‘The con- 
tents of the package are fully pro- 
tected against dust, odors, weevil, 
etc., and there is no loss from leakage 
or sifting during handling or shipping. 


HE tight wrapped package was 

first adopted by some of the cereal 
manufacturers where its greatest ad- 
vantage was in keeping the weevil 
from getting into the contents, and 
this style of package proved so 
satisfactory for cereals that it has 
been adopted for use with other 
products such as flour, soap powders, 
salt, coffee and 
almost every other 
grecery product. 
Various types of 
cartons withinside 
bags or liners can 
be used with the 
tight wrapped 
package. In the 
salt industries, the 
tight wrapped 
package is now 
being used by 
many of the lead- 
ers and one of the 
most satisfactory 
salt packages is a 
carton of asphalt-lined board which 
is tight wrapped on the outside. 
For coffee, wax or parchment paper 
liners are generally used on the inside 
of the cartons and the cartons are 
tight wrapped on the outside. For 
flour, the regular chipboard carton 
is used and some of the packers have 
these made with a blue lining on the 


Tight wrapping cereal packages ‘ 
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The 


VERSATILE 


FOLDING CARTON 


There are very few small unit products sold today that cannot 
be conveniently and effectively cartoned—witness if you will a 
few classifications of folding cartons we have manufactured.... 
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Flavors Sausage Automobile 
and Extracts and Bacon Accessories 





Raisins Candy — 
nks 


and Prunes and Nuts 
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PANCAKE FLOU 
ee 
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Macaroni Breakfast Soap Flakes 
and Noodles Foods and Powder 


ike those considering a new package we offer 
the services of an experienced department 
in carton design. To those contemplating 
reorder of cartons now in use, we would 
appreciate an opportunity of quoting ...dem- 
onstrating that reasonable prices can go 
hand-in-hand with good workmanship. 


Lard and 
Shortening 


Sutherland Paper Company 


Main Offices and Mills 
eens Oe Kalamazoo, Michigan Sar se oe 


80 E. Jackson Blvd. 
*Phone: Harrison 0813 *Phone: Vanderbilt 10377 


Accessories 
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inside which gives a whiter color to the 
flour. Various combinations of car- 
tons, liners and labels can be used to 
insure the product getting to the con- 
sumer in the best possible condition. 
One machine which is entirely auto- 
matic is built im several different 
models to suit the various sizes of 
packages to be tight wrapped, rang- 
ing from the small news-stand package 
up to the five-pound flour package. 
The average production from the ma- 
chine is 60 tight wrapped packages 
per minute. One of the principal 
advantages of the automatic package 
wrapping machine is the great saving 
of labor. In one of the large cereal 
mills there were employed 75 to 100 
girls hand wrapping packages. ‘Two 
automatic machines and five people 
replaced this amount of hand labor, 
and, in addition, the customer ob- 
tained a better and tighter package. 
It is safe to say that the modern tight 
wrapped package meets the require- 
ments of the packer and the manu- 
facturer, and in these days of rush 
and hurry, self-service stores, kitchen- 
ettes and apartments, the tight wrap- 
ped package has a place all its own. 


Changing a Coffee Container 
(Continued from page 31) 


Selling Information: The package 
should contain pertinent selling in- 
formation and directions only when 
these can be put on in a readable 
size and subordinated enough so as 
not to sacrifice a favorable first im- 
pression of the package. 

The new can’s basic color is a 
darker brown, more nearly the color 
of the coffee bean and therefore more 
expressive of the taste of coffee. 
The Jewel T trade mark is more 
prominently placed with greater visi- 
bility, through a sharper contrast 
with the background, and shown 
twice, once on each half of the can, 
as against the one showing on top of 
the old container. 


‘¢ order to give the new can 
greater visibility on the retailer’s 
shelf and make it more readable, the 
design of the lettering was changed. 
The new lettering is more poster-like 
and is easier read, through the fact 
that each letter is bordered with an 


outline of Persian orange, to give 
more emphasis. In addition, to give 
the further power of a dark letter on 
a light background, the lettering 
“Jewel Best Coffee’’ was placed on an 
oval panel of cream color with the 
lettering in brown. The panel in 
oval shape harmonized well with the 
roundness of the can. The rectangu- 
lar side panels used for the selling 
message were made more interesting 
through a lengthening and were in 
addition simplified. 

The colors of the wrapper have 
been reduced from four to two, from 
orange, brown, green and blue, to a 
deeper orange and a stronger brown. 
In addition the paper on which it is 
printed is a richer cream than before. 

The final difference in the two 
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packages is the embossed name and 
slogan on the top of the new can. 
While the same color as that of the tin 
material of the top, this additional 
use of valuable space enhances the 
sales value of the new can. 

A simplified package has made its 
advertising easier and more effective. 
Car cards made up and showing the 
new can have been less expensive 
because of the fewer colors. Further- 
more, through the fact that the new 
can is more poster-like, its reproduc- 
tion on the car card has enhanced the 
attention-getting value of the car card, 
and the simplicity of design of this 
container serves the double purpose 
of greater advertising value and fix- 
ation of the image of the package in 
the eye and mind of the consumer. 





Packaging Electrical 
Apparatus 


Jewel-Case Effect in Container for Double Electrical Outlet 


HE Miller Company of Meriden, 
Conn., have selected for the pack- 
aging of a double electrical outlet a 


The container is packed in a chip- 
board box with the label stamped in 
the center of the cover. The outside 


container similar in tone to those box is manufactured in the plant; 


used by silverware manufacturers in 
boxing flatware. The box itself is 
dignified and its very quietness 

and good taste suggest the 
worthiness of the article enclosed 

to be placed in the company of 

fine tableware. 

The box is six inches square 
and two inches high. It is cov- 
ered with gray paper in a grain 
effect, stamped on the top with 
a trade mark in blue ink. The 
bottom of the box has a one- 
eighth inch projecting edge. 

The inside of the box is di- 
vided into two trays, one for 
the outlet and one for the cord 
and plug. Both of these are 
lined with blue paper in a 
floral design which makes 
an effective background 
for the silver-finished 
outlet. The inside 
of the top of the 
box is lined with 
an illustration 
which shows the 
outlet in use. 


the inside container furnished by the 
Holmes Box Company. 
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Modernism Enters the 
Kitchen 


OLOR in 
kitchen 
utensils is no 
longer a nov- 
elty. For the 
past year the 
growing tide of 
color has swept 
over the drab 
equipment of 
the housewife 
until at the 
present time it 
has completely 
engulfed the 
commonplace 
white and 
metal appli- 
ances, but—the 
trend toward 
modernistic ef- 
fects has been 
slow in reaching 
this particular 
stronghold. 
Sensing that, in this array of 
colors, it was necessary to produce a 
startling container in order to at- 
tract attention to a plain metal 
pan, the Edward Katzinger Company 
of Chicago has packaged a shell 
pan in a gay, brightly colored card- 
board box. 
The box itself is 10'/2 inches square 


Courtesy of the Fort Orange Paper Company 


Pan container in bright colors 


and 3 inches high. It is printed on 
the top and sides in a modernistic 
pattern in Chinese red, chrome yellow 
and white. On a white background, 
in the center of the top, is printed in 
blue the trade name and the name of 
the article enclosed. On the sides, 
also on a white background, are 
other printed descriptions and labels. 





New Cigar Packages 


A number of the largest cigar 
manufacturing houses have al- 
ready taken advantage of the new 
government regulations permitting 
the sale of cigars in packages of 
twenty. The obvious advantage of 
this size packing has applied with 
particular force, it is said, to the five- 
cent cigar and has been quickly rec- 
ognized by progressive manufactur- 
ers. 

It is claimed that as a general 
rule retailers and jobbers of cigars 
devote too little attention to the 
quantity packing of this. product. 
The big retail enterprises of today are 
all dependent upon interesting the 


customer, once he is inside the store, 
to buy more merchandise than was his 
original intention. 

The cigar package is very helpful 
to the dealer. Delivered into his 
hands for sale by the manufacturer, 
he need do little more than call the 
attention of the customer to the fact 
that his favorite cigar is obtainable 
in a package of three, or five, or ten, 
as the case may be. Then with a 
word as to the advantage of pocket 
packing—that it helps to keep the 
cigars fresh, that they remain un- 
broken, that the pack is handy to 
carry around—he may increase the 
volume of each sale. 

Special packages of cigars may 
make important customers who were 


45 


formerly only occasional buyers. 
Only a few days ago a special package 
goods display was featured by a chain 
store organization resulting in an un- 
precedented volume of business on 
this type of goods for the chain. 

The special packing is an aid to the 
volume of sales of which the cigar 
trade has been slow to take advan- 
tage. Those who cry for better busi- 
ness might do well to turn to this 
class of merchandise for relief, fol- 
lowing out the package idea and, at 
the same time, if possible, making 
the packages more attractive in 
various ways. The cigars themselves 
may be excellent but often, if the 
package is not up to the quality of 
the cigar, diminished financial returns 
are likely to follow. 

This is a broad field for the coopera- 
tion of both cigar package manufac- 
turers and cigars dealers wherein both 
may profit to their advantage. 


Gray Holiday Boxes 

H. Macy and Company of New 

¢ York is using set-up boxes cov- 
ered with gray papers in various 
grain effects for the packaging of 
holiday merchandise. These boxes 
were noted in the hosiery, glove, 
handkerchief and other departments 
selling similar merchandise. In the 
household linen and various other 
departments, however, the usual 
Christmas boxes are being used. 
These are covered with red paper dec- 
orated with old-fashioned toy figures. 


OUIS D. Barbieri, formerly 

of the Robert Gair Co., and 
National Folding Box Co., has joined 
the sales force of the Sterling Engrav- 
ing Co. The valuable experience he 
has attained through his association 
with both these concerns for the past 
13 years in the manufacturing of 
their engravings has well qualified 
Mr. Barbieri to handle the photo- 
engraving problems of the folding 
box industry. 


HE W. F. Robertson Steel and 

Iron Co., of Springfield, Ohio, is 
doubling its production and plant 
facilities. This company has re- 
cently purchased another large fac- 
tory and is planning to utilize it for 
expansion of the can department. 
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A Tire Behind Its Own Window 


Transparent Wrapping Adds Quality Appearance to 
Merchandise and Protects from Shop Wear 


HE General Tire Co. recently 

placed on the market a “‘Super- 
Dual,” 8-ply balloon tire—a tire that 
sells at approximately sixty dollars 
and is in every way a quality prod- 
uct. It is only within the last few 
months that the tire industry as a 
whole has turned to the 6- and 8-ply 
deluxe tire to fulfil the demand for 
something that will give the greatest 


A transparent wrapping completely covers this automobile tire. 
The overlaying kraft paper wrapper has been partly removed. 


service, the most comfort and the 
finest appearance. 

To give these tires the finishing 
touch that cannot fail to indicate 
a product of high grade, the manu- 
facturer then turns to packaging. 
All of these deluxe balloon tires are 
wrapped by machine in 2-in. rolls 
of cellophane. Following the plac- 
ing of the transparent wrap on each 
tire, there is an overwrap of kraft 
paper which can be removed by the 
dealer, and the tire is placed on dis- 
play in its transparent covering. 

In addition to the inference of high- 
est quality, the transparent wrapper 
protects the tire also in that it allows 
the individual tread, as well as the 
name, number and embossing to be 
seen at a glance. When the tire is 
sent out it is washed in a glycerin 
solution to give it a glossy appearance 
and should the tire be rolled around 
without any covering in the display 
room it will naturally pick up dust 
and become dirty very easily. Cello- 
phane, of course, prevents this. 


It is understood that the reception 
accorded this new departure in the 
tire industry has been a most favor- 
able one and has resulted in the 
adoption of plans by other tire 
manufacturers to similarly wrap their 
products. 

In the illustration shown, although 
somewhat obscured by the high 
light, and visible through the trans- 
parent wrapping is 
an insert on which 
is printed ‘Gen- 
eral Dual _ Bal- 
loon.”’ It is of in- 
terest to note that 
three of these tires, 
transparent wrap- 
ped, recently ap- 
peared as a feature 
of the DuPont 
Products Exhibit 
at Wilmington, 
Del., where they 
aroused _consider- 
able interest by 
their attractive ap- 
pearance and the 
novelty of the manner in which they 
were presented. 


Unit-Packing of Breakable 
Merchandise 


N an effort to reduce the return 

of merchandise which has reached 
the customer in damaged condition, 
through negligence in store packing 
and delivery, Gimbel Brothers of 
New York have experimented with 
unit-packing. Trial of this method 
of packing over a period long enough 
to demonstrate its success has led to 
a wide expansion of the idea during 
the past year. China, glassware 
and various house-furnishings lines 
were the first to be packed in units 
and continue to top the list of articles 
received in this way by the store. 
At present toilet goods come second, 
with toys ranking third. 

The whole project was based on 
customer convenience. In other 
words, it was felt that anything that 
could be done to bring breakable 
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merchandise into the customer’s home 
with a minimum of breakage and a 
maximum of ease and cleanliness in 
unpacking should be done. ‘The 
result is that especially designed con- 
tainers of cardboard reinforced in- 
ternally with air cushions produced 
through the use of corrugated card- 
board are brought into play. 

In these containers are numerous 
compartments, so designed and pro- 
portioned that the various articles 
which go into them fit exactly. This 
snugness of fit and the air cushions 
so protect the merchandise that, bar- 
ring deliberately rough handling, 
breakage is made next to impossible. 
From the customer’s viewpoint, the 
absence of excelsior, straw or other 
“messy” packing material and the 
excellent condition in which the 
merchandise is received make unit- 
packing of prime importance. 

One of the outstanding advantages, 
from the store’s viewpoint, is the 
amount of rehandling that is done 
away with after the goods are received. 

Still another advantage is the 
speeding up of deliveries by obviating 
the need of routing the merchandise 
through the packing room on the 
way to the customer. This is par- 
ticularly valuable when special sales 
have been held and large quantities 
of unit-packed goods have been sold. 

All unit-packed containers used by 
Gimbel Brothers are of the same color 
and manufacturers are required to 
stick to the sample shade furnished 
tothem. This serves two purposes— 
it makes the store’s merchandise 
easy to identify and it gives to the 
stock of the departments in which 
they are used a uniform, pleasing ap- 
pearance. 

RTHUR 5S. Allen, 101 Park 

Ave., New York City, will 
move his offices on March 1, 1929, 
to the New York Central Building. 
Mr. Allen’s work in the study of 
color and its application to industrial 
productions is well known in the 
packaging field. Among the com- 
panies for whom Mr. Allen has done 
work are the following: Best Foods, 
Inc.; Joseph Burnett Co.; Hills 
Bros. Co.; Kotex Co.; Postum 
Cereal Co.; Quaker Oats Co., and 
Vick Chemical Co. 
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BEHIND OUR CARD 


Largest producers of glues for carton sealing, bottle 









labeling, can labeling, case sealing, ete. ‘National 





Products” can be immediately delivered to your door 
* y 





in twenty-one cities. If located elsewhere they can 





be expressed from the nearest point at minimum 





shipping rates. 






Sales Offices in all Principal Cities 






Plants: 
DUNELLEN, N. J. BOSTON BUFFALO CHICAGO CLEVELAND SAN FRANCISCO 


National Adhesives Corporation 


SUCCESSOR TO 
NATIONAL GUM & MICA CO.—THE GLUCOL MFG. CO.—DEXTRO PRODUCTS Inc. 
















Executive Offices 
820 Greenwich St., New York, N. Y. 





Washington Correspondence 


DDRESSING the recent con- 

vention of Associated Cooperage 
Industries at Cleveland, Ohio, W. E. 
Braithwaite, of the Division of Sim- 
plified Practice of the Department of 
Commerce, said that simplified prac- 
tice, as a method of eliminating the 
many unnecessary varieties of com- 
monplace articles, or the concen- 
tration of production and sales of the 
“best sellers,’ is achieving good re- 
sults for manufacturers, distributors 
and consumers alike. 

Touching especially upon simpli- 
fied practice as applied to packaging, 
he said: 

‘To date more than three hundred 
groups have requested the Division’s 
cooperation in eliminating excessive 
varieties in their products. About 
one hundred industries have already 
worked out simplifications which 
have been accepted by the majority 
of the manufacturers, distributors and 
users concerned, by volume of annual 
production. Also, a larger number of 
industries are now conducting variety 
surveys with the view of developing 
simplification programs. 

“Consideration of the general prob- 
lem of how best to pack, handle, 
transport, and distribute commodi- 
ties after manufacture is engaging 
the attention of many industries. 
The question of containers is an im- 
portant one and the solution of exist- 
ing problems of diversified sizes, di- 
mensions and capacities would, in 
the opinion of many, benefit not only 
the industry immediately concerned, 
but the carriers and all users of the 
commodity as well. In modern prac- 
tice the packing of a product can 
scarcely be considered as separate 
from its manufacture. The engi- 
neering principles applied to the pro- 
duction of the commodity are just 
as necessary to the development of 
proper shipping containers, yet many 
whose products are the result of 
diligently applied engineering prin- 
ciples have given little consideration 
to this fact. Alert manufacturers, 
however, are giving more and more 
attention to shipping containers. 
Careful study has convinced many 
that savings can be effected in effi- 
cient packing as well as in efficient 


manufacturing, and some concerns 
are showing profits by reducing pack- 
ing costs while not able to reduce 
production costs. 

“To give one example of the sev- 
eral simplifications of this type, a 
general conference of those interested 
in the production and use of box 
board convened in 1925 at the De- 
partment of Commerce to discuss a 
simplification program for that in- 
dustry. A simplified practice recom- 
mendation was unanimously adopted 
reducing the list of thicknesses from 
244 to 60. It was estimated at the 
time that this recommendation would 
mean a saving of about $5,000,000 a 
year to all concerned. 

“Conferences and recommendations 
similar to this one have been worked 
out for salt packages, preserve jars, 
jelly glasses, vegetable shortening, 
carriage and machine bolts, insecti- 
cide and fungicides, cut tacks and 
small cut nails, etc.” 


HE Interstate Commerce Com- 

mission was recently asked by a 
well-known manufacturer of grape 
juice to declare that rates on unfer- 
mented grape juice, in glass bottles 
packed in boxes or barrels in less 
than carloads in official classifica- 
tion territory, were unreasonable in 
comparison with canned goods. This 
the Commission, after extensive hear- 
ings, has decided it would do. 

In its report and preparing its 
order for future rates the Commis- 
sion, differentiating between grape 
juice packed in glass bottles and 
canned goods, made the following 
statement: 

“Grape juice, in glass bottles 
packed in boxes or barrels, is rated 
first class in official and second class 
in southern and western classifica- 
tions, in less than carloads, and fourth 
class in official and western, and 
fifth class in southern, classifications, 
in carloads, minimum 30,000 pounds. 
By exception to the western classifi- 
cation, fifth class applies on carloads 
in certain portions of western trunk- 
line and southwestern territories. 
Canned goods in glass containers are 
generally rated second class in less 
than carloads and fifth class in car- 
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loads, in the three classifications, ex- 
cept that table sauces in carloads 
are sixth class in the southern classifi- 
cation. Carbonated, phosphated 
and cereal beverages in bottles and 
mineral water in bottles are rated 
third class in official and western 
and fourth class in southern classifi- 
cation, in less than carloads, and 
fifth class in official and western and 
sixth class in southern classification, 
in carloads. The carload minima are 
36,000 pounds on canned goods and 
30,000 pound on beverages. 

“There is little uniformity in the 
rate bases applicable to canned goods, 
beverages and grape juice, in car- 
loads.” 

Various railroads have, accordingly, 
been ordered prior to January 5, 1929, 
to revise their tariffs in order that 
they shall not exceed a rate of second 
class and class A, respectively. 

The result of this decision prob- 
ably means that inasmuch as the 
rate of grape juice in glass bottles 
has, been found unreasonable and 
ordered to be reduced larger quanti- 
ties, calling for more bottles, will 
hereafter be shipped in interstate 
commerce. 


HE Simplified Practice Division 
of the Department of Com- 
merce has recently made public the 
following notes concerning its activi- 
ties on a variety of container projects 
on which it is now working, these 
projects covering a large field: 
Glass Containers for Preserves, Jellies and 
Apple Butter. The simplified practice 


recommendation for preserve jars and jelly 
glasses which was adopted by the general 


conference of manufacturers, distributors 


and users, held in Cleveland, on Sept. 18, 
in conjunction with the convention of the 
National Preserves Association, is now be- 
fore the industry for acceptance. Upon re- 
ceipt of the required number of acceptances 
the recommendation will be printed as 
Simplified Practice Recommendation No. 
91, in the Department’s ‘‘Elimination of 
Waste”’ series. 

Beverage Bottles. The organization of a 
joint simplified practice committee has been 
completed to consist of four representatives 
of the American Bottlers of Carbonated 
Beverages and three from the Glass Con- 
tainer Association. At the first meeting of 
the committee, which was held at the De- 
partment of Commerce on Nov. 2, a chair- 
man was appointed and the scope of the 
activities of the committee was discussed. 
A survey is to be made under the auspices 
of the committee, the results of which are 
to be used as a basis for the preparation of 
a tentative simplified practice recommenda- 
tion for consideration by the industry. 


(Continued on page 58) 
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Among Package Users 


CKESSON & Robbins, Inc., 

and affiliated companies will 
soon announce the details of a com- 
prehensive mutualization plan for the 
drug supply industry. The recent 
merger of fifteen wholesalers with 
McKesson & Robbins, Inc., is ex- 
pected to be increased to fifty, cover- 
ing every important trading terri- 
tory in the country. Under the new 
plan wholesalers who are parties to 
the consolidation will assume the 
position of distributing stations for 
every national manufacturer of drug 
products at the disposal of every 
independent and individual retailer 
in the country. 


Ceney om: ~< of the Cash 
Food Stores, Inc., operating a 
chain of grocery stores in western 
New York and northern Pennsyl- 
vania, with the Market Basket Stores 
and the National Economy Stores 
has been announced. The three 
chains operate 235 stores, mostly in 
western New York. 


HE Westchester Drug Stores, 

Inc., has been formed to take over 
approximately fifty existing drug 
stores in Westchester County and 
southern Connecticut. The stores to 
be taken over will have total sales 
of $3,000,000 and will be managed 
largely by the druggists who have 
built the individual stores to their 
present condition. 


proposal that the American Drug- 

gists Syndicate and V. Vivaudou, 
Inc., merge with the Kny-Scheerer 
Corporation of America to form a 
new company, the Vadsco Sales Cor- 
poration, will be acted upon at a meet- 
ing of the stockholders in December. 


HE Kendall Co., who recently 

acquired the assets of Bauer & 
Black, Chicago, has announced that 
the identity of Bauer & Black will be 
retained and A. Bauer, president of 
that company, will be chairman of the 
board of the merged companies, of 
which H. P. Kendall will be president. 
The Lewis Manufacturing Co., Wal- 
pole, Mass., is also a subsidiary of 
the Kendall Co. 


CCORDING to a statement is- 
sued recently, one thousand Pig- 
gly-Wiggly stores will soon be opened 
in New York and tributary eastern 
territory. A.C. Jones, former presi- 
dent of the Piggly-Wiggly Western 
States Corporation, has obtained the 
exclusive rights to the use of the 
Piggly-Wiggly sales system and stores 
will be opened as fast as suitable lo- 
cations can be found. 


EGOTIATIONS have been com- 

pleted whereby Continental Can 
Co., Inc., acquired the can manufac- 
turing business of the R. Hardesty 
Manufacturing Co., of Denver, Col- 
orado. The business of this com- 
pany was established in 1909, and 
consists of ‘‘general line cans’ for 
the packaging of a great variety of 
commodities, such as lard, oils, paint, 
coffee, etc. -Products of the com- 
pany are broadly distributed through- 
out the west and southwest. 

This additional “general line” can 
business further assists Continental 
Can Co. in creating an improved bal- 
ance between its general line busi- 
ness and its more seasonal packers’ 
can business. 

The acquisition of this company 
furnishes Continental Can Co. with 
an established can manufacturing 
business, centrally located with re- 
spect to the meat packing, oil and 
other major industries of the Rocky 
Mountain territory, and supplies a 
base for the extension of the business 
of Continental Can Co. in this terri- 
tory, adding another link in its coast 
to coast service. 

Other recent acquisitions include 
the Passaic Metal Ware Co.; the 
U. S. Can Co.; the Seattle-Astoria 
Iron works; the Southern Can Co. 
and the New Orleans Can Co. 


HE National Chain Store Associa- 

tion has been formed by more 
than fifty chain store systems, which 
operate more than 16,000 stores 
throughout the country, doing an 
annual business exceeding $750,000,- 
000 annually. This is the first organ- 
ization created to unite all types of 
chain stores. The new association 
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supersedes the National Chain Store 
Grocers’ Association, which has ex- 
isted in the grocery field for the past 
eight years. Headquarters of the 
new organization are in the Wool- 
worth Building, New York City. 


HE reorganization of the Kraft- 

Phenix Cheese Company will be 
brought about through the formation 
of the Kraft-Phenix Cheese Corpora- 
tion, recently incorporated under the 
laws of Illinois, plans for which have 
been approved by stockholders. The 
new corporation will acquire the en- 
tire assets and business of the present 
company. 


HE Iten Biscuit Co., Omaha, 
Neb., has been acquired by the 
National Biscuit Co., New York. 


Trade Catalogs 


Lift Trucks: Steubing Cowan Co., 
Cincinnati, O., issue a 30-page il- 
lustrated catalog describing and giv- 
ing specifications for hand and elec- 
tric lift trucks and standard plat- 
forms made by that company. Lists 
of users, prices for parts and other 
useful data is included. 


Fancy Papers: Kupfer Bros. Co., 
of New York, have furnished the fol- 
lowing books showing new papers: 
Juvenette, a collection of sixteen 
papers suitable for the packaging of 
children’s articles; Modette, which 
contains twenty-one papers in mod- 
ernistic effect and Tinsette which 
includes thirty ‘‘multi-color’’ papers 
with tinsel background. 


Tissue and Glassine Papers: Beek- 
man Paper & Card Company, Inc., of 
137 Varick Street, New York City, 
have issued a new catalog of Decora- 
tive Tissues and Glassines. ‘This 
contains samples of fifty different 
papers in a range of three to six colors. 


Brocade Papers: Hampden Glazed 
Paper & Card Co., Holyoke, Mass., 
have furnished a sample book of 
two patterns in pastel brocade paper 
for box covers. The book contains 
samples of the two patterns in white 
and fifteen pastel shades. 
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Laboratory Tests Applied to Paper Boxes 


HE testing of materials is a 
comparatively new development 
in industry, but the industries which 
have applied research and testing 
to their problems are the ones in 
which the greatest advancement has 


By CHARLES HUDSON MACHEN 


National Metal Edge Box Co. 


One reason why the paper box 
industry has failed to undertake the 
testing of paper boxes and materials 
entering into their construction has 
been the attitude in the past of 
many purchasing agents with regard 

to paper boxes. Manufacturers 





Motor driven Mullen tester 


taken place. In 1866 the first testing 
machine was manufactured in Phila- 
delphia. It was designed to deter- 
mine the strength of cast-iron pipe 
about which there was a dispute. 
From this beginning practically every 
manufacturing plant in the metal 
industry found the necessity of test- 
ing as an aid in developing stronger 
materials and in assisting in main- 
taining their output at a uniform 
quality. Today testing has become 
a regular department of almost every 
manufacturing organization. Tests 
locate weaknesses and defects which, 
when once understood, are generally 
easily overcome. 

The paper box industry has been 
particularly lax in applying research 
to determine ways and means of 
improving the strength of paper 
boxes, with the result that in every 
retailer's store one sees many 
broken paper boxes in which some 
product has been packed. 


52 


who have given every thought 
to the improvement of their 
products, when it comes to buy- 
ing paper boxes in which to pack 
them, buy boxes solely on a price 
basis. There has been no 


thought of selecting paper boxes 


that will carry the product to the 
ultimate consumer in first-class 
condition. 
As aresult, manufacturers and 
dealers have lost orders due to 
the sales resistance created by broken 
boxes. No buyer wants to handle a 
product that is packed in flimsy 
boxes that break and scatter the 
contents on his shelves. 

In analyzing the factors that affect 
the selling of 
an article, it 
has been 
found that the 
paper box in 
which the arti- 
cle is packed 
is like a sales- 
man. It is 
constantly 
presenting its 
contents to 
the trade 
from the 
dealers’ 
shelves or 
from their display windows. 

A well-designed box of attractive 
appearance, like a _ well-appearing 


salesman, creates a favorable first im- 
pression. A broken paper box of 
inferior quality creates the unfavor- 
able impression that a salesman does 
who is careless of his personal ap- 
pearance. 

Analysis of sales problems has also 
indicated the value of direct display 
advertising as a means of stimu- 
lating sales; that is, the suggestive 
power of placing before the prospective 
customer a product displayed on 
the dealer’s shelves in a strong paper 
box so colored that it catches and ap- 
peals to the eye. Such advertising is 
most effective. 

Manufacturers seldom realize the 
opportunity given to them without 
cost by the dealer to use his shelves 
and windows for display purposes. 
Similar display space in some equally 
prominent place would cost many 
thousands of dollars a year. To use 
this space effectively, all that is 
needed on the part of the manufac- 


A Super-Fibre box is undamaged by crushing 


turer is the exercise of good judgment 
in selecting a strikingly-designed 
paper box and seeing that it is strong 
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HILLSIDE, N. J. 


AT LESS THAN $.o1 


When tubes are packaged at less than $.01 per 
dozen, from tube case to your shipping carton, 
you require, other than organization, three items: 
first, accurate tubes; secondly, a Colton com- 
bination machine; and thirdly, a Jones cartoner. 
You have no selection on the last two, and your 
tubes should be held to .001” on diameter. 


Ad f ick 


President 


P.S. No, we don’t sell either machine! 
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enough to avoid the possibilities of 
being broken in handling. 

To assist purchasing agents to 
understand the factors that enter 
into the design of strong paper boxes, 
Riehle Brothers Testing Machine 
Co. were retained to make exhaustive 
tests of the strength of different 
features of 
paper box con- 
struction. The 
strength of dif- 
ferent grades of 
paper box 
board to resist 
bursting or 
tearing was 
carefully 
tested. Tests 
were made to 
show the comparative strength of 
paper box corner stays to resist tear- 
ing apart. The tests covered the 
different kinds of corner stays when 
applied to paper boxboards of various 
qualities and strength. 

The resistance of empty paper 
boxes to sustain crushing loads was 
also tested with boxes made with 
various kinds of corner stays. 

The effect of scoring on the strength 
of the box was thoroughly investi- 
gated. Scor- 
ing is the cut- | 
ting or creas- 
ing of the box 
board along 
the lines on 
which the 
sides or ends 
are bent. 

The data 
obtained from these tests is instruc- 
tive and clearly indicates the causes 
of the breaking in service of millions 
of paper boxes yearly. The tests 
showed that the strength of a paper 
box is dependent on the following: 
the strength of the paper box board 
of which it is made; the tearing-apart 
resistance of the box corners; the 
strength of the scored edges of the 
box; its resistance to a crushing load, 
and the design of the box. 

Little information has been given 
to the public on the strength of vari- 
ous grades of paper box boards and 
the general impression has been that 
one grade of paper box board is 
just about as good as another and 

















Riehle testing machine 
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Cut-scored box edge 


that added strength is generally 
gained by increasing the thickness of 
the box board. The falseness of this 
impression is clearly shown by the 
following data which indicates the 
wide variation that exists in the 
strength of paper box boards of the 
same thickness but of different quali- 
ties or grades. 


TABLE 1 
Tensile 
Thickness strength 


of stock in Ibs. 
Grade (inches) per sq. in. 
Three-ply container board .060 175 
Super-Fibre box board .040 375 
Super-Fibre box board .030 250 
160-lb. Testalot Fibre .040 160 
140-lb. Testalot Fibre .040 140 
130-lb. Testalot Fibre .040 130 
Kraft lined news stock .040 90 to 125 
Plain Fiberite .040 80 
News stock .040 50 


The weakest grade of paper box 
board manufactured is known as 
news stock. This is manufactured 
from old newspapers and other used 
paper stock and in the course of 
manufacture is chopped and rechop- 
ped until the fibres have neither 
length nor strength. News stock, be- 
sides having a low tensile strength, is 
exceedingly brittle. 

Plain fiber- 
ite, whilehav- | 
ing a com- 
paratively 
low tensile 
strength, is of 
a uniform 
quality. 
News stock 
on the other 
hand varies greatly in strength, no 
two sheets testing the same. There 
is a wide difference also in the 
strength of the different parts of a 
given sheet of this box board. 

Paper box boards, such as 130-Ib. 
Testalot Fibre, 140-lb. Testalot Fibre, 
and 160-lb. Testalot Fibre, are guar- 
anteed stocks, each sheet of box 
board being guaranteed to have a 
tensile strength not less than that 
designated by their names. Such 
paper box boards are far superior to 
ordinary box board, not only in 
strength and in uniformity of quality, 
but also in flexibility. 

Super-Fibre: box board is manu- 
factured from fresh wood fibres by 
a special process and is guaranteed to 
have a tensile strength per square 
inch of over 300 Ibs. for stock .040 
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Crease-scored box edge 


Modern Packaging 


in. thick. It is also made in the .030 
in. gauge, which tests over 250 Ibs. 
per sq. in. It is admirably suited 
for making boxes of small size or 
medium-sized boxes for products of 
lighter weights. 

The tests to determine the tensile 
strength of the different grades of 
paper box board were made with a 
Mullen paper testing machine, the 
standard recommended by the U. S. 
Bureau of Standards. The Mullen 
test consists in pressing a ball through 
the surface 
of the 
paper box 
board, and 
measuring 
the pres- 
sure re- Kraft paper-stayed box 
quired to after crushing 
“burst” the box board. It shows 
the resistance of the box board to 
having a hole punched through it as 
in service. 

Examining the comparative 
strength to resist tearing-apart of 
different kinds of paper box corner 
stays, used with various qualities of 
paper box boards, obtained the 
data shown in Table 2. 

The data shows that the weakest 
kind of corner stay tested was a single 
wire stitch at each box corner. The 
linen stay is the second weakest stay 
tested. It tore apart under a uni- 
form pull of 40 Ibs., which is the 
pull required to tear the linen apart. 
Increasing the strength of paper box 
board to which the linen stay is glued 
does not increase the strength of the 
linen stay. The kraft paper stay is 
shown to be stronger than the linen 
stay. Samples tore apart due to the 
kraft paper stay tearing off the sur- 
face of the 
box board 
to which 
it was 
glued. The 
strength of 
the kraft 
paper stay 
was quite 
uniform, but was not increased by 
using it with the strongest grades 
of paper box boards. The Metal 
Edge stay is riveted through the box 
board, with the result that the 
tougher and stronger the board, the 


Linen-stayed box after crushing 
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The Final Chance to Reduce Expenses 


USINESS is a constant battle to reduce costs. Every 

cent taken off the cost of a shipment of goods 

means more profit for you and a greater chance to increase 
your business because of your ability to reduce prices. 


Every job, as it goes through your plant, accumulates its 
quota of charges for light, power, rent, handling, etc. 
When it reaches the shipping room the final bill of expense 
is tacked on. The opportunity for taking a final cut at 
costs here rests in the utilization of BLISS equipment for 
assembling and sealing of paper cases. 





The BLISS line includes over 40 different models of stitch- 
ing equipment, one of which will meet your requirements. 
The adhesive sealing line includes automatic top sealers, 
pressure units, etc. As pioneers and builders of the only 
complete line of sealing machinery, BLISS is in an envi- 
able position to serve you. 


The first step toward cutting shipping-room costs is to 
call in a Bliss engineer. 


The 
Bliss Bottom 
Sealer 


The BLISS BOTTOM 
SEALER seals 400 cases per 
hour. No adjustments for 
sizes; fastest and sturdiest 


The Bliss Automatic shi 7 
Sealing Machine machine ever constructed. 


The AUTOMATIC, or the SEMI-AUTO- 
MATIC ADHESIVE SEALER will seal 
as many as 750 complete cases per hour. 
Suitable for all sizes. It is widely used. 
You can save MONEY by writing us for 
complete information. 


H. R. BLISS COMPANY, Inc. 


Manufacturers of wire stitching and adhesive sealing machinery for fibre containers of every description 


NIAGARA FALLS, N. Y. 


50 Church St., NEW YORK SAN FRANCISCO, CALIF. 
Transportation Bldg., CHICAGO 
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greater is the pull required to tear the 
Metal Edge stayed corner apart. 
Plain Fiberite samples, held together 
with Metal Edge stays, required a 
pull of 79 lbs. to tear them apart. 

A com- 
parison 
between 
a Metal 
Edge 
stayed 
corner 
and a 
wire-stitched corner is of interest. 
Take a box 2°/, in. deep, which might 
have each corner stayed with two 
wire stitches, and assume that each 
end of the stitch passes through 
two thicknesses of the box board. 
This gives the strongest kind of wire- 
stitched corner. Such a corner can 
be pulled apart with a strain of 76 
Ibs. If this box has the corner 
stayed with a Metal Edge stay it will 
take a 
pull over 
three 
times as 
great, or 
268 Ibs., 
to tear 
the cor- 
ner apart. 

Brittle paper box board, such as 
news stock, cannot be crease-scored, 
but must be cut-scored. This con- 
sists in partly cutting through the 
box board along the lines on which 
the sides and ends of the box are to 
be bent. Cut scoring greatly weak- 
ens the box board and is probably the 
cause of more broken boxes than any 
other single factor. 

Crease-scoring consists in creasing 
the box 
board 
along the 
lines on 
which the 
sides and 
ends of 
the box 
are to be 
bent. Crease-scoring in no way 
weakens the edges of the box, as the 
strength of the box board at the 
crease-score is equal to the strength 
of any other part of the box board. 
Crease-scoring can be used only with 
a paper box board that is flexible, as 


Metal Edge stayed box 
after crushing 


a —_— 
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Metal Edge box before test 


Same box after test 


brittle box board cannot be creased. 

A frequent cause of failure of paper 
boxes is the crushing to which they 
are subjected when a number of boxes 
with heavy contents are stacked on 
top of one another. The same crush- 
ing effect is caused when a paper- 
box is dropped on the floor. Crush- 
ing tends to create stresses that burst 
the box at the corners and along its 
scored edges. 

Tests were made on empty paper 
boxes with a Riehle testing machine 
in which they were subjected to a 
crushing load. Boxes 5 in. x 2 in. 
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having a short lip is stronger at the 
corners to resist tearing apart than a 
box with a hinge lid and a tuck-in flap. 

The tests indicate clearly that any 
of the above designs of boxes, when 
made with Metal Edge stayed 
corners, will be stronger to resist 
the effect of crushing loads and to re- 
sist strains tending to burst them at 
the corners than similar boxes made 
with any of the types of corner stays 
that were tested. 

The Metal Edge is applied by an 
automatic machine which can be 
located in the packing department 


TABLE 2 
TESTS OF RESISTANCE OF PAPER BOX CORNER STAYS 


Thickness 

of stock 

(inches) 
.040 
.040 
.030 
.040 
.040 
.040 
.040 
.040 
.040 


Stock 
Super-Fibre 
Super-Fibre 
Super-Fibre 
Plain Fiberite 
Super-Fibre 
Super-Fibre 
Super-Fibre* 
Super-Fibre* 
Plain Fiberite* 


Length of 
stayed edge 
(inches) 


1 wire stitch 
2 wire stitches 76 
2 wire stitches 53 


Pull required to 
tear apart 
(pounds) 


268 


Type of stay 
Metal Edge 
Metal Edge 131 
Metal Edge 122 
Metal Edge 79 
Kraft paper 52 
Linen 40 

30 


@ Each end of wire stitch passed through two thicknesses of the box board. 


x 1'/, in., made of Super-Fibre box 
board .040 in. thick, with full tele- 
scopic covers, were tested. Some 
of the boxes had corners stayed with 
kraft paper, others with linen, and 
still others had Metal Edge stayed 
corners. 

These boxes were so small that, 
being made of Super-Fibre box board, 
they were exceedingly strong to resist 
a crushing load. The kraft paper 
stayed box was crushed by a load of 
434 Ibs. The linen-stayed box was 
crushed by a load of 450 Ibs. The 
Metal Edge stayed box sustained 
943 Ibs. without crushing—over twice 
the load that crushed the other boxes. 

In another test two empty Metal 
Edge paper boxes, 16'/, in. x 161/, in. 
x 10 in., were subjected to a crushing 
load. One box carried 1505 Ibs. 
before starting to crush. The other 
started to fail under a load of 1545 
pounds. 

While tests have not been made 
to show the effect of the design on the 
strength of a box, it is clear that a 
paper box with a full telescopic cover 
is stronger by far to resist a crushing 
load and to resist strains that would 
tend to burst it at the corners than a 
box with a cover with a short lip. 
It is also clear that a box with a cover 


of any manufacturing plant. The 
paper box board flats, cut to size, 
cornered and crease-scored, are re- 
ceived flat and require only 5 per cent 
of the space needed to store an equal 
number of set-up boxes. Boxes can 
be assembled with this machine by 
any unskilled operator, as required, 
at the rate of from 3000 to 5000 com- 
plete boxes and lids per day, depend- 
ing on the size of the box and its ease 
in handling. 

The millions of dollars that are 
lost annually due to broken boxes will 
be saved just as soon as manufac- 
turers, jobbers and dealers under- 
stand the factors that enter into the 
design of strong paper boxes—boxes 
that will safely carry their merchan- 
dise. Strong paper boxes will stimu- 
late sales, especially if attractively 
colored, as they will inspire the 
thought that the manufacturer, hav- 
ing put quality into his product, is 
careful to see that that quality is 
reflected in his paper boxes. 


ROGER Grocery and Baking 

Co., Cincinnati, Ohio, has ac- 
quired the Cox Stores Co., Inc., of 
Little Rock, Ark., operators of eighty- 
five grocery and meat stores in the 
South and Southwest. 
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HIZ products 

depend on 
BURT LABELERS 
to keep up pro- 
duction. 





Keeping step with 
a production of 
over 15,000 cans 
per day means 
BURT LABELERS. 


This record of low cost, high production labeling is appreciated 
—BURT LABELERS have a capacity of 200 cans per minute, 
every minute of the day. 


BURT MACHINE COMPANY 


Main Office and Plant, BALTIMORE, MD. 
































ELEVATING 


DISPLAY CARTONS 


SAMPLES IN YOUR SIZE WILL BE 
SUBMITTED UPON REQUEST 


Manufacturers of 
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: K CHE ESE BRANCH SALES OFFICES 


NEW YORK 
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COURTESY OF KRAFT-PHENIX CHEESE COMPANY PAPER MAKERS SINCE 1868 


THE RICHARDSON COMPANY 


Lockland, Cincinnati, Ohio 
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Wire Stitch Puller 


A new device for pulling out wire 
stitches in paper boxes has re- 
cently been perfected and placed on 
the market by the Pullaway Tool Co., 
50 Church Street, New York City. 
This device is of a design following, 
to a certain extent, the method em- 
ployed by the old-fashioned nail pul- 
ler, but much simpler and faster in 


operation. From 30 to 40 staples 


Grasping the staple 


per minute can be pulled with this 
device. There is no marring of the 
case and no danger of injury to the 
operator, such as exists when employ- 
ing a screw driver to pull staples. 


Lifting the staple 


The nippers are of case-hardened 
steel and positive in operation. 
Handles are burled to permit a tight 
grip. A simple locking device per- 
mits closing of tool and getting nip- 
pers out of the way. 


A New Sacking Scale 


new sacking scale, designed 
primarily for fertilizer and chem- 


A 


ical production but equally applicable 
to sacking of any freely flowing 
material, has been placed in the 
market by the Exact Weight Scale 
Co., Columbus, Ohio. 


In fertilizer and chemical produc- 
tion this scale has had a season’s 
test in the following nationally known 
plants: Grasselli Chemical Co., Bir- 
mingham, Ala.; Atlanta Chemical 
Co., Savannah, Ga.; Ramsburg Fer- 
tilizer Co., Frederick, Md.; Miami 
Fertilizer Co., Dayton, Ohio; Swift 
Fertilizer Co., Fort Worth, Texas; 
Southern Agricultural Chem. Corp., 
East Point, Ga. 

In most fertilizer plants, the aver- 
age period of activity is limited to 
sixty days within the year. Hence 
speed is the big element to these 
producers, and until this new scale 
was introduced there was nothing on 
the market that would give them any 
degree of speed without a big sacrifice 
of accuracy. The fact of illiterate 


Sacking scale for fertilizer 


negro labor which prevails in most of 
these plants explains why difficult 
weighing methods are invariably pro- 
ductive of wide variance in weights. 

The visible dial on the model 
shown is said to completely eliminate 
this uncertainty. The outstanding 
example of enormous production last 
season is the East Point plant of the 
Southern Agricultural Chemical 
Corp., which produced an average of 
10 100-Ib. sacks to the minute on 
each of two single units suspended. 
In speed tests they actually pro- 
duced 16 100-lb. sacks to the minute 
on each scale. One negro operator 
at each scale hung the bag, filled it 
and knocked it off at this rate. 
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Washington Correspondence 
(Continued from page 48) 


Glass Containers for Drug and Pharma- 
ceutical Industries. The various industries 
and associations which were authorized to 
appoint a member to serve on a joint simpli- 
fied practice committee have selected their 
representatives. The first meeting of the 
committee will be held in the near future to 
select a chairman and to discuss the scope of 
the work and to determine the extent of the 
survey which has been authorized by the 
different groups concerned. 

Ice Cream Cans. A tentative list of sizes 
and types of ice cream cans which was 
worked out by a joint simplified practice 
committee on June 6, 1928, was submitted at 
the annual convention of the International 
Association of Ice Cream Manufacturers at 
Cleveland during the week of Oct. 15, for 
consideration and criticism. 

Shipping Tags. A meeting of manufac- 
turers of shipping tags was held at the De- 
partment of Commerce on Oct. 25, for the 
purpose of giving all tag manufacturers the 
opportunity to take final action on the pro- 
gram prepared by the simplified practice 
committee. The modified program was 
adopted by this meeting. Plans are in 
preparation for holding a. general confer- 
ence at some future date. 


Correcting an Error 


N page 68 of the November issue 

it was inadvertently stated that 

the reproduction of the gunpowder 
flask was furnished through the 
courtesy of the Continental Can Co. 








Courtesy, American Can_Co. 


An “‘antique’’ in can labels 


Actually, these cans are being made 
by the American Can Co. for export 
use and the sample was supplied to 
us through the courtesy of the latter 
company.—EDITOR 
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LABELS 
AND CARTONS 


WILL HELP SELL YOUR PRODUCT 


ket us he your Package Gounsellors’ 


ABOUT BRAND NAMES 
It is unsafe to adopt a new brand name without first making a 
thorough investigation to ascertain whether the name is already in 
use. Consult our Trade Mark Bureau. The service is free. 


The United States Printing & Lithograph Co. 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech St. 101 N. 3rd St. 28 Covington ‘ 








Products 
packed in 


‘Master Metal Cartons 


LOOK BEST 
KEEP BEST 
SELL BEST 








A; Container Department 


MASTER META] Revnotps Metarts Company 


INCORPORATED 


CARTON DIVISION OF 
METALS CO. Unitep STATEs Fort COMPANY 
@) LOUISVILLE, (> : Z 
ny. Brooklyn psercalenesd ONE San Francisco 
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A New Box Top Padding 


APER box manufacturers have 

found certain savings in the use 
of Kimpak box top padding, a prod- 
uct of the Kimberly-Clark Corp., 
Neenah, Wis. This new box top 
padding is snow white, extremely 
soft and resembles somewhat 
shredded crepe paper. It is sur- 
prisingly light in weight for its bulk, 
and because of these features gives 
an excellent result in the finished 
product. The following claims of 
superiority for the product are made 
by the manufacturer: uniformity of 
thickness, resilience, ease of han- 
dling and cutting, perfect flatness of 
sheets, and no waste of material. 

Among the economies which have 
been pointed out by companies who 
have used this padding are the follow- 
ing: due to the paper backing and the 
flatness and uniformity of sheets, 
Kimpak padding can be readily 
jogged in a cutter, while most padding 
has to be laid out separately, each 
sheet at a time; the paper backing 
eliminates the need of placing a 
padding and a manila sheet on 
separately when they are applied at 
the wrapping machine. There is 
also the saving in the cost of the 
material itself. 

Kimpak box top padding is fur- 
nished in two thicknesses, 7-ply and 
10-ply of 24 in. by 36 in. size. The 
sheets are delivered in sealed corru- 
gated cartons containing, respectively, 
175 sheets and 125 sheets for the 7- 
ply and the 10-ply. 


HE Jewel Tea Co., Chicago, II1., 

have recently purchased 211 acres 
in Barrington, intending to erect a 
new factory and office buildings. 


A Correction 


N page 30 of the November issue 

the panel of illustrations of 

decorative papers was reversed. The 

following are the corrected captions: 

Upper left—‘‘Multi-Color’ by Dis- 

trict of Columbia Paper & Card 
Co. 

Center left—By District of Columbia 
Paper & Card Co. 

Lower left—‘‘Multi-Color’ by Dis- 
trict of Columbia Paper & Card 
Co. 

Upper right—‘‘Rosette’’ by Hampden 
Glazed Paper & Card Co. 

Center right—‘‘Cubist’”’ by District 
of Columbia Paper & Card Co. 

Lower right—‘‘Flora” by Hampden 
Glazed Paper & Card Co. 


We Modernize Our Package 


(Continued from page 35) 


MACHINERY AND SUPPLIES 


Powder filling machines: Stokes & 
Smith Co. 

Cream filling machines: 
Machine Co., F. J. Stokes Co. 

Labeling machines: Economic Machinery 
Co., Ernold Co. 

Capping machines: 
Corp. 

Liquid filling machines: 
ing Co. 

Glass bottles and jars: 
Glass Co. 

Glass boxes: Salem Glass Co. 

Labels: Alamac Printing Co. 


Karl Kiefer 


Capem Machinery 


Alsop Engineer- 
Swindell Bros. 


WO resolutions issued by the 

Ministry of Fomento of Peru 
on July 13, 1928, granted concession 
privileges for 10 years to a local resi- 
dent to manufacture in Peru for the 
next ten years, crown top disks and 
stoppers of cork, and other cork 
manufactures from the residue, ac- 
cording to a report from Commercial 
Attache O. C. Townsend, Lima. 
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ULES of business conduct 

adopted by the waxed paper in- 
dustry at a trade practice conference 
last June and acted on by the Federal 
Trade Commission in October, will 
not become effective until January 
1, 1929. An extension of time 
has been granted at the request 
of the American Waxed Paper As- 
sociation. 

The rules at first were to have be- 
come effective October 15. Exten- 
sion was granted until November 15, 
and now a second extension is 
granted so that the industry may 
have time in which to make proper 
arrangements and adjust itself to the 
new conditions. 

Fourteen rules were adopted by 
the industry at the conference. Nine 
of them were affirmatively approved 
by the commission. They related to 
the following: inducing breach of 
contract, imitation of trade marks or 
trade names, enticement of employees, 
defamation of competitors or dis- 
paragement of competitors’ goods, 
threats of suit for patent or trade 
mark infringement, use of inferior ma- 
terials, discrimination in price by 
means of split shipments, repudiation 
of contracts, and deviation from 
standards. 


[" is reported that boxed acces- 
sories in men’s wear are being 
featured for the holiday trade. Out- 
standing items in the merchandise are 
sets of belts and monogram buckles, 
suspenders and garters, garters and 
arm bands, etc. Despite the fancy 
boxing, some of the items carry low 
retail prices, affording a further in- 
dication of the attempt to secure 
volume sales. 





(ise) 


BACON 





DISTINCTIVE PARCHMENT INSERTS 


(Used under a transparent wrapper) 


They attract the eye. They distinguish your product so 
that it will be called for by name. 

Printed with special brillant inks on genuine vegetable 
parchment-not affected by grease or moisture. . 


ADDRESS LABELS, ADVERTISING STICKERS, 
EMBOSSED SEALS, CAKE BANDS AND COOKIE SEALS. / 


ASK FOR OUR SAMPLES AND PRICES. 


Lambooy Label and Wrapper Co. 
2134 PORTAGE ST., KALAMAZOO, MICH. 
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The Eye Gets the Impression Seven 

“ Times Faster Than the Ear, So 
Lets help you sel ‘ WS . Appeal to the Eye with Litho- 
your ¢ S Dy de- LY % ° 
signing proper La- \ graphic Matter That Reflects Your 
Loge agen eo “OX High Standard. 
equipped to _ give . 
complete and de- A °F 


tailed service. 


THE CENTRAL LITHOGRAPH CO. — cineni-nialteh oases: ose 
MAIN OFFICE AND PLANT—CLEVELAND, OHIO. 1001 Commonwealth Bldg. 


























fRUITS NUTS ana 
ASSORTED (HOCOLATES 


CONFIDENCE 


begets quantity and we work best ® 
under quantity runs—we hold the 
color and the quality no matter 
what the quantity. 

The cartons displayed are all quantity 
rere Ask Us! 


CONTINENTAL 


FOLDING PAPER BOX CO., Inc. 
RIDGEFIELD NEW JERSEY 





To Our Customers — 
Friends and Conpretitors 


Wie take great pleasure 
in extending our - - - 


VERY BEST WISHES 


for 


A Bright and Merry Christmas 


and a 


Gappy Prosperous New Year 


LOWE PAPER CO. 


RIDGEFIELD NEW JERSEY 


502 


v ans 
LR GELS ISS PLE AR ZDOB GG 


Modern Packaging 








The Bunn 
Package Tying | 
Machine | 


Used in every line 
of industry. 


Our double wrap 
machine insures 
tightness. 


Our Turntable ma- 

& chine automatically 
ties boxes both ways 
in one operation. 


| 

| Ranges in size from very small packages, 
| up to large bundles of set-up boxes. 
Ten-day free trial in your plant 


Manufactured, Sold and Guaranteed by the Inventors 


B. H. Bunn Co. 





CHICAGO 


| 























| 7329-31 Vincennes Ave. 














FOR YOUR 
CON VENIENCE 
Modern Packaging 


11 Park Place, New York City 
Please enter my subscription to 
Modern Packaging for— 
[ ] 1 year—$3.00 [ |] 3 years—$7.00 
[ |] 2 years—$5.00 [] Send Bill 
| | Check attached 


Company 
Address 


Subscribers ordering a change of ad- 
dress are requested to notify us at least 
two weeks prior to the date of the issue 
with which it is to take effect. 
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The Machine That Fills 





“«Vivatone” 











‘oun Containers— 


will they stand 
strong-arming? 






Your containers have a weary road to travel... ex- 
pressmen and mailing clerks haven’t time for kid- 
glove methods. 


“Our boxes and packages are strong enough,’’ you 
say. But do you know? Are you dead certain you 








“In reference to the efficiency of the ‘Cinati’ Filler 
in use in our plant, we find it satisfactory in every 
way, and performing in the manner you claimed it 
would on all three sizes of bottles ranging from 
34-0z. to 6-0z. To conclude, it is another Karl 


Kiefer good one.” 


are getting the strength you pay for? 


There is only one way to know... by careful tests. 
There is just one machine that gives you the actual 
bursting strength... protects you from inferior 
paper and cardboard ...the Mullen Tester. And 
now you can get a motor-driven Mullen Tester! 











DAGGETT & RAMSDELL This new tester offers perfect uniformity . .. smoother 
operation ...more tests in less time. Yet it is so 


simple in operation that anyone can use it. 















The «Cinati”’ Filling Machine 





The Jumbo Motor-Driven Mullen Tester is used by 
the United States Government and is endorsed by 
the Official Classification Board. Let us tell you 
how to trade in your hand-driven model... how 
amazingly useful your new Mullen Tester will be... 
how it will save its cost hundreds of times over. 
Use the coupon. 


MULLEN TESTER | 


Manufactured solely by | 


B. F. Perkins & Son, Inc., 
Holyoke, Mass, U.S.A. 





Fills six bottles at a time, 75 to 125 
grossaday. Oneoperator. For all 
kinds of liquids; variety of bottles 
including sprinkler top; small 
cone-top cans. No waste of prod- 
uct. Quickly adjusted for differ- 
ent size bottles. Easily cleaned. 
No trays necessary or extra costly 
handling of bottles. Simple to un- 
derstand and use. Norubber tubes 
or other troublesome parts. Floor 
space: 2x3 feet. Motor: 14 H. P. 











B. F. Perkins & Son, Inc., 
Holyoke, Mass. 


Your new tester sounds interesting. Tell us how it works, how 
much it costs and how it will save us money. No obligation, though. 












Do you want to cut bottling costs 
in your plant? Let us tell you 
more about this machine. 






















The Karl Kiefer Machine Co. 


Cincinnati, Ohio 












TIN FOIL 


FOR BEAUTY and UTILITY 


Cheese 
Butter 
b A Ice Cream 
equi ul 
Tea 


Chewing 
Gum 


Candy 
Cigars 
Cigarettes 
Beverages 


Friction 
Tape 








Midland Metal Co. 


1249-1289 SO. CAMPBELL AVE. 
CHICAGO, ILL. 
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The Newest in Cleveland, Ohio 


You will enjoy your stay 
at the Auditorium Hotel. 


300 Comfortable Rooms 
$2.50, $3.00 and $4.00 


In the heart of Cleveland’s theater 
and business districts and 
overlooking Lake Erie. 


W. H. BYRON, Manager 


East 6th and St. Clair Ave. 




















Bottom Sealer in Operation 


Very rigid and simple in construction, nothing mechani- 
cal to get out of order, any boy or girl can operate. 


These machines can be built in combinations with one 
or more bottom sealing units, and with one or more top 
sealing units as desired. 


WRITE FOR PRICES, 
TERMS, ETC., TODAY 


THE HARMON SEALER 
628-30 Jackson Blvd. Chicago, Ill. 


NOW! 


THE HARMON SEALER 


Particularly designed for the users of corrugated 
and fibre shipping containers, with a capacity 
up to 1500 containers per day. 


Top Sealer in Operation 
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NCE you’ve stitched your 
boxes with Silverstitch 
you'll think the same. Send to- 
day for a free sample coil to try 
on your stitching machine. 


ACME, STEEL COMPANY Stemi fee 


the Unknown 
Quantity 


Alright, LET it....But remember 
that “EXACT WEIGHT” SCALES 
are a KNOWN quantity! ' Literally 
thousands of manufacturers have 
proved their worth. 


You can install “EXACT 
WEIGHT” SCALES in your plant 
with the assurance that they will do 
for you just what they have done 
for others, namely, eliminate over- 
weight, speed up package produc- 
tion and cut packing costs. 


“EXACT 


™e PICCADILLY as 


227 West 45% Street 





























DJACL are the result of many years of development. 
a NT TO Every Activity No other scale on the market is capable of 


600 BrieHt Sunut Raps. such speed and accuracy in the hands of 
fac With Batu, Evectric | ordinary labor. 
a fan, Ice Pages pena Let us send copies of some of the 
; INGLE Room ™, Batu $3 : testimonal letters in our files 
Doustt Room, Batu $41 , together with descriptive literature 
£xcEPTIONAL RESTAURANT“. LUNCHEONETTE and prices. 


Wins Ar Our Expense For Reseawanows, 
| The EXACT WEIGHT SCALE Co. 


¥.D. SOFIELD - Manncinc Dinecron 
(Formerly the Smith Scale Co.) 


1312 W. Spring St., Columbus, Ohio 
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The Improved Evers Box Machine 
For Making Two-Piece Glued End 
Telescope Boxes from Creased Blanks 


BETTER BOXES—LOWER COST 


CAPACITY 200 COMPLETE BOXES PER HOUR 
Ranging in size from 1” width by 34” depth by 3” length to 24” width by 6” depth by 
30” length. Changes made in a few minutes. Board up to .050 used. 
This machine cuts costs and produces better boxes. 


Manufactured only by 


SELF-LOCKING MACHINE COMPANY 


569-589 East Illinois St. CHICAGO 
Cable Address: SELF-LOCK, CHICAGO 














XC | ‘3 


| “I ny Mh, 


Hall wl 
Ut! Mi Ty 


WHEN ORDERING 


CORRUGATEDor SOLID FIBRE 
BOXES 


ROBERT GAYLORD, INC. 


GENERAL OFFICES~+~ SAINT LOUIS 
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Adhesive Specialists 


If you have any unusually difficult problems in connection with labeling or sealing, 
consult our specialists. They will recommend the best adhesive for the purpose, or 
compound one especially suited to your needs. 

Types and grades suited to all operations—for tin, glass, fibre-board, etc. Ask for de- 
tails, prices, and samples. 


The F. G. Findley Co. 


Adhesive Manufacturers Milwaukee, Wis. 


(TTT MT 


: 
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IBRE CANS 


of Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 





Our special designing depart- 

ment is at your service, with- 
out charge, to analyze your 
shipping case requirements 
in either corrugated or solid 
fibre cases. 


Expert designers will study 
your problems and design a 
sturdy shipping case, with- 
out bulk, that will cut ship- 
ping costs to a minimum— 
‘*A Case of Economy.”’ 


Write us for this free modern 
packaging service—no obli- 
gation whatever. 

Solid Fibre and 
Corrugated Shipping Cases 


ROCKFORD FIBRE 
CONTAINER COMPANY 
DIVISION OF 


Rockford Paper Box Board Co. 
Rockford, Illinois 

















HOTEL Ie) 
SHERIDAN EPAZA 
SHERIDAN RD. AT WHSON AVE 


IN THE HEART OF UPIOWN 
CHICAGO 





Beautiful theatres, 
churches, banks at the 
door. 20 minutes to 
the Loop by “‘L’’ Train. 
Surface cars and busses 
every minute. Golf and 
tennis in nearby Lin- 
coln Park. 500 attrac- 
tive rooms, 500 baths, 
500 car garage. 


Rates from $2.50 a day. 


Special concessions to 
weekly and monthly 
guests. 




















GLUES > eve 
DRY OR LIQUID P ASTES 


a 


LABELING 
SEALING 
WRAPPING 


EE 


WESTERN PASTE & GUM Co. 


Manufacturers of 
DEXTRINES and ADHESIVES 


JERSEY CITY 


CHICAGO 
402 Claremont Ave. 


2710 South Throop St. 


























AUTOMATIC 
LABELERS 


SINGLE and DOUBLE 
for Oval, Round or Square 
Bottles, Cartons 
or Cans 


SINGLE LABELERS 


Apply spot labels and 
labels on three _ sides. 


DOUBLE LABELERS 


Apply front and back 
labels simultaneously and 
two labels on four sides 
of containers. 
EEKS LABELERS are essential for 
straight line production. They sup- 
ply the missing link in Filling—Screw 
Capping; Labeling — Cartoning Opera- 
tions. One WEEKS Unit will replace 
two to five semi-automatic hand-fed 
labelers. 
UNEQUALED for accurate registration 
and clean application of labels. 
SPEED—40-120 CONTAINERS 
per minute 
InspECTION AFTER LABELING 
UNNECESSARY 


McDonald Eng. 
Corporation 


220 Varet St. Brooklyn, N. Y. 
London: Windsor House, Victoria St., S. W. 1. 
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Index of Advertisers 


American Coating Mills 

American Machine & Foundry Co..................... 
Auditorium Hotel 

Automat Molding and Folding Co., The 
Battle Creek Wrapping Machine Co............ 
Beekman Paper and Card Co 

Bliss Co., Inc., H. R 

Bunn Co., B. H 

Burt Company, Ltd., F. N 

Burt Machine Co 

Central Lithograph Co., The 
Consolidated Paper Co.. fee 
Continental Folding Paper ‘Box Co., Inc. 
Crescent Engraving Co 

De Jonge & Co., Louis 

Exact Weight Scale Co., The 

Ferguson Co., J. L 

Findley Co., The F. G 

Fort Orange Paper Co 

Gair Co., Robert 

Gaylord, Inc., Robert 

Genesee Valley Lithograph Co 
Hampden Glazed Paper and Card Co 
Harmon Sealer, The 

Hartford City Paper Co.. 

Hoepner Automatic Machinery Corp... 
Johnson Automatic Sealer Co., Ltd 
Jones & Co., Inc., R. A 

Kalamazoo Vegetable Parchment Co 
Kiefer Machine Co., The Karl 
Kimberly-Clark Corp 

Lambooy Label & Wrapper Co 

Lowe Paper Co 

McDonald Engineering Corp 

Midland Metal Co 

Munro & Harford Co., The 

National Adhesives Corp 

National Packaging Machinery Co 
Package Machinery Co 

Paterson Parchment Paper Co., The 
Perkins & Son, Inc., B. F 

Peters Machinery Co 

Piccadilly Hotel 

Pinco Papers, Inc 

Pneumatic Scale Corp., Ltd 


Redington Co., F. B 

Reynolds Metals Company, Inc 

Richardson Co., The 

Rochester Folding Box Co.. Pe ree 
Rockford Fibre Container Company. 

Rowell Co., Inc., E. N 

Royal & Co., Thomas M 
BE: SR ee aa re ee ane Sener 
Sheridan Plaza Hotel 

Special Production Machines, Inc 

Standard Sealing Equipment Corp 

Stokes & Smith Co 

Sun Tube Corp., The 

Sutherland Paper Co 

U. S. Printing & Lithograph Co 

Warren Manufacturing Co 

Warren Manufacturing Co 

Western Paste & Gum Co 

Whiting Co., Inc., C. R 
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SELF 
CONTAINED 
UNITS 





SINGLE 
MACHINES 
COMPLETELY 
CARTONING 
DENTAL, 
SHAVING, 
MEDICINAL, 
ADHESIVE, 
AND COLD 
CREAM 
TUBES. 


CARTONING 
SOAP, 
JARS, 
BOTTLES, 
CANS, 
CHEESE, 
SPARK 
PLUGS, 
RUBBER 
HEELS, 
RAZOR 
BLADES, 
RADIO 
TUBES, 
CANDY, 
CAKES AND 
CRACKERS. 
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JONES AUTOMATIC 


INSERTING CLOSING 
(TUCK END OR SEAL END) 


CARTONING MACHINES 
The Norwich Pharmacal Company 






R.A. Jones & Co., 
Cincinnati, Ohio, 


Gentlemen: 





our plant, 


At this time it is a real pleasure to say that this 
machine is working splendidly. 


PRIDE OF OWNERSHIP 








The packaging work is 
all automatic. 


The carton is fed and 
opened, 


the circular 


folded and inserted with 
the tube, the ends folded 
and tucked in (or sealed 
if desired) and the com- 
pleted package dis- 
charged at medium to 
very high rate of speed 
as required. 








This letter written from 


Norwich,New York. 


November 8th. ,1928, 


Last April Mr. Marsters passed your letter over to 
me in reference to the Jones Cartoning Machine in 
Due to the fact that this machine had 
been in operation approximately a month we thought 
it better to watch the same before advising you of 
its performance, 


It has been in con= 


tinual operation every day for nine hours a day, 


turning out 150 gross of Unguentine tubes per day. 


We have very little trouble in jamming and as a 
matter of fact the machine is rarely ever stopped 
You can, therefore, 


for any cause whatsoever, 
readily appreciate our satisfaction as owners of an 


R.A. Jones Automatic Cartoning Machine, 


With best wishes, 


y 8, 
ide-President 


A. JONES & COMPANY, Inc., Cincinnati, Ohio 




































“The First 
Thought” 


in Burne 






HAPPIN 












Soothing 
Reduces Danger 
of Infection 
Promotes Healing 
PRICE SO CENTS 


The Norwicu 
PHARMACAL 


ComMPANY 
NORWICH, N.Y. 











ParnteD 1 US A 
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